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RAYTHM STEP “NANCY” 


Featured in Hubschman’s No. 571 
turf tan calf—(Also in Hubschman’s 
No. 542 Kona Red Calf.) 


The NANCY is 
carried in stock, 
in both colors, by 
the Rhythm Step 
Division of The 
Johnson-Stephens 
& Shinkle Shoe 
Co., St. Louis, 
Missouri. 
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Sales resistance is like a mighty 
oak. It is deep-rooted ... difficult 


to break down. 


Yet today Vitality dealers approach 
the fitting stool with a confidence 
born of the conviction that Vitality 
has gone a long way toward felling 
that stubborn oak. 


Dealers know that Vitality is one 
of the truly great shoe values. They 
know, too, that Vitality styles are 
definitely smarter styles. 





a= 
=— 
» = 
o——4 
= 
= 
—s 
_ 


se 
_—— 
_— 
—= 
7 


FELLING A MIGHTY OAK 


The inherent honesty of Vitality 
construction ... the basic integrity 
behind the name Vitality ... and the 
sales impetus stimulated by Vital- 
ity's distinctive national advertis- 
ing have all combined to create a 


tremendous consumer demand. 


Such powerful consumer accept- 
ance is but one of many reasons 
why Vitality dealers are seldom 
confronted with the discouraging 
task of “felling a mighty oak.” 


SHOES 


Made by America’s Largest Shoemakers 


VITALITY SHOE COMPANY, Division of International Shoe Co., ST. LOUIS, MO, 
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eee on the beam The Flagship pilot stays on the beam . . . 


the continuous message from the stations on his course. 


In the craft of shoemaking there are certain guides 
and beacons which mark the safe route. Following 
these brings safety, security and success. Departing 
from them means flirting with danger — possible 
disaster. This is particularly true in the making of 
cement-sole shoes in which the highest point of 
efficiency is achieved by the Compo Technique. The 
wise manufacturer is not tempted to depart from the 
course which has been found safe and successful by so 
many of the outstanding makers of this type of foot- 
wear. Retailers, too, have come to place greater re- 
liance on manufacturers who supply them genuine 





THE MACHINERY THAT ™ 


he heeds and follows 


Compo Shoes, and the reason is perfectly clear. 

Compo engineering started this new technique— 
Compo engineering is responsible for every improve- 
ment in it—and Compo engineering is best able to 
carry the sole responsibility for the future success of 
cemented shoes. Follow the beam that has been 
proved by one hundred and seventy-seven manufac- 
‘turers of the best cemented shoes. Follow the beam 
that has revolutionized the art of shoemaking and 
has given the industry 400,000,000 pairs of Compo 
Shoes — made on Compo Equipment and bonded 
with Compo Adhesive. 
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COMPO SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








eee 
LITTLEWAY AND UCO LOCKSTITCH SHOES 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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water-resisting sole, stout 
welt, Leather heel . $5.05 


Millions of readers will see these 
Winthrop Shoes advertised in October in 


: ARMY3S3 NAVY 
LIF E coq AL REGISTER 


(Out Oct. 3rd) 


TERMS . . . 5%, 30 Days . . . F. O. 8. St. Lowis, Mo. Prices Subject to Change Without Notice 


WINTHROP SHOE COMPANY © Division: International Shoe Company * SAINT LOUIS 
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Life, Ladies 


Home Journal, American Magazine, Made- 
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WHY ?—Because a Practical Idea was 
Well-Styled—Smartly Merchandised and 
NATIONALLY ADVERTISED! 




















Smart Rubber Boots Style Rubber Boots with higher heels to pull 


over casual, walking or dress town and city 
to wear OVER ALL shoes are THE Style News this season. This 
idea opens a new and bigger market for 


rubber boots. 


your shoes... from 
“Flats” to “Spikes” 


» We 
> 


“A NEW STYLE IDEA SPONSORED 
AND NATIONALLY ADVERTISED 


” HOOD RUBBER CO., Inc. “2 Goodrich Footwear 
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rismion ceus by FLORSHEIM 


PLA-GIRL 


Two more excellent reasons why Florsheim 
dealers are keeping ahead: a new 
SHINEABLE calfskin, hand-stained by 
Florsheim to the deep luster of an heirloom gem 
A shade that can be worn with any color, including black. 
Florsheim Onyx Kid is a new smooth- 
finish kid, lasticized to fit like 
fabric and ideally suited for today’s 


- draped effects. 


TO RETAIL AT 


02° 


most styles 


THE FLORSHEIM SHOE COMPANY « Manufacturers « CHICAGO «+ Makers of Fine Shoes for Men and Women 
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Style No. 3134-1 Top Line 
Treatment U.S. Pat. $2,240,816 
Florine Pattern in Forstmann 
black fabric with patent trim 

. 101 last 19/8 Continental 
heel. 
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CHOICE SHOES FOR YOUR 
CHOICE CUSTOMERS 


Tweedies step forward with superb designs month by month. In fact, their fashion freshness is no less 
constant than their exceptional fit and fine quality ... And when it comes to elasticized shoes, you get an 
extra plus-value in the Tweedie patented top line treatment—so easy to fit—so comfortable to wear . 

It is a proven selling feature with an established consumer acceptance. 


TWEEDIE FOOTWEAR CORPORATION ... JEFFERSON CITY, MISSOURI 
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DONALD M. NELSON, Director 
of Priorities of the Office of Pro- 
duction Management, told retailers 
from all parts of the United States 
assembled in Washington for a 
“retailers for defense” dinner : 

“We do not propose to stand- 
ardize styles. We do not propose 
to tell the American people that 
they must all sit in standardized 
chairs, wear standardized shirts, get 
up to the tune of standardized ra- 
dios and crawl dejectedly into 
standardized beds at the end of dull, 


standardized days. Simplification is 
much different. 

“Every merchant knows he would 
be better off if he could carry few- 
er styles and sizes, provided that 
the elimination of the abandoned 
styles is performed wisely. It should 
be done,” he said, “with the best in- 
terests of consumer, retailer, manu- 
facturer and national economy in 
mind. If it is done in that way, the 
customer will feel no particular 


hardship.” 


* - * 


J ANET CHATFIELD - TAYLOR, 
Fashion Coordinator for Marshall 
Field & Company, said at the Na- 
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tional Shoe Retailers Association 
Style Conference: 

“There is no such thing as estab- 
lishing a good shoe color range 





without relation to apparel and ac- 
cessories. A color should not exist 
in shoes alone; there must be some 
other merchandise available in the 
store, or it is not a good shoe color. 
“These points in a season’s fash- 
ions to which shoes should be re- 
lated—(color, fabric, texture, sil- 
houette)—leave two more impor- 
tant factors to be added for effec- 
tive coordination. Timing is one. It 
is difficult to get all the information 
you need far enough in advance. 
But it can be done. A great deal 
would be accomplished by all of you 
taking an interest in other fashion 
branches in the store or trade. How 
many shoe buyers go to see impor- 
tant ready-to-wear collections in the 
market? How many shoe designers 
go to see fabric collections? How 
many of you pat the fashion girls 
in your organization on the head 
and say they have a lot of crazy 
ideas, but don’t understand the shoe 
business? (Thank goodness, I 
haven’t heard that in ages.) 
“Shoes must ‘go with’ a woman’s 
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27, 


costume. I know lots of women 
who have bought a costume to go 
with a hat. But I really can’t think 
of one who would buy a costume 
to go with a pair of shoes. (Unless 
she were a shoe stylist.) I believe 
you can do a better job of relating 
shoes to the costume—which is the 


theory of fashion coordination.” 
* a 


¥ FOR VAMOS—and two V’s for 
the party he throws after each Na- 
tional Styles Conference. 


The tenth semi-annual affair was 
held at the Diamond Horseshoe, 
with an attendance of 142 persons 
—manufacturers, merchants, rubber 
men, weavers. An inter-allied trade 
festival in the form of dinner, danc- 
ing, entertainment, frolic and fun, 
held at the close of the two busiest 
days in New York semi-annually. 

It is indeed quite a tribute to Al- 
fred Vamos, inventor of stretchable 
shoes and specialist in Lastex shoe 
products, that these affairs have 
grown so widely because they 
started as a staff meeting of a small 
organization with a friendly family 
spirit five years ago. Today the 
event is still a gesture of friendship 





from one of the friendliest of men. 
The midst of the festivities was 
punctuated with a presentation of 
an immense basket of flowers from 
the Alfred Vamos organization to 
Mr. and Mrs. Vamos. 


* * 


SHOE sunerstitions are many. 
Throwing shoes at the wedding 
couple is a feat of frivolity no longer 
indulged in, but there are many 
minor forms. We have a habit of 
putting our right shoe on first and 
won't do it otherwise; but we are 
left-footed when we toe the mark. 
British aviators insist upon having 
the left stocking of their sweetheart 
made into a skull cap; other avia- 
tors have it as a scarf bound around 
their throat; but of all people who 
have shoe superstitions—we give 
the leather medal to actors. 

Charlie Chaplin and his famous 
shoes; Ed Wynn and his unremov- 
able, preposterous “dogs” and now 
comes Clem Bevans of Hollywood, 
saying: 





“Style be blowed; I’m after com- 
fort!” That’s his remark whenever 
anyone cracks wise concerning his 
high-buttoned shoes which he wears 
in Paramount’s “The Parson of 
Panamint.” 

“I’ve worn them shoes in every 
doggone picture I’ve made, and 
that’s plenty. They’re 40 years old, 
and I don’t wear ’em for luck. The 
blame things are the most comfor- 
table boots you ever saw. Even if 
they were made in 1492, I’d wear 


them!” 
* * * 


SHOES in the movies play many 
parts. Here’s what N. L. Arm- 
strong of Hollywood, Calif., tells 
us: 

A pair of old-fashioned buttoned 
shoes received a break in a motion 
picture that many an actor never 
gets in a lifetime. The shoes were 
given their own closeup. The close- 
up required a special camera and 
sound set up which kept such high- 
priced stars as Gary Cooper and 
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HARD DAYS FOR HARDWARE 





—The greatest, most complex busi- 
ness in the world is undoubtedly 
the U.S. A. 

—And when the executive depart- 
ment of this great business be- 
comes as confused, clogged and 
confounded as it is today, it is no 
wonder the little business man be- 
comes a bit confusticated. 

—The retail hardware trade is be- 
ing hard hit right now, especially 
by that thing called "priorities." 

—An interesting development in- 
spired by shortages and threats 
of further shortages in hardware 
lines is a newspaper advertise- 
ment of Nagell Stores, Inc., op- 
erators of three hardware stores 
in Minneapolis. Excerpts from 
this advertisement read: 

“We are experiencing an ever-in- 
creasing difficulty in obtaining ship- 
ments of many items of merchandise 
such as hardware, tools, aluminum ware, 


paints and other lines now being used 
by the Government in its vital defense 


program. 
"In order that we may better serve 
our valued customers and at the same 
time retain our sales force on a full- 
time working basis, we are adding new 
specialty lines to our regular hardware 
merchandise. 
These new lines include finest 
grade canned foods, canned meats 
and fish, fruits, preserves, jellies, 
etc. with many additional items to 
be added in the near future." 


If necessity is the mother. of in- 
vention, it can also be the mother 
of new and modern ways of mer- 
chandising. 

—But why didn't Nagell Stores, Inc. 
put in a shoe department? 

—We don't know of any article that 
is more subject to hardwear 
than shoes. 


a 


President 





Walter Brennan standing on the 
sidelines for an hour. The shoes 
were worn by Clem Bevans in the 
picture “Sergeant York,” but he 
didn’t get in on their closeup. He 
merely tiptoed them down a Ten- 


nessee mountain church aisle while 
a low-set camera and microphone 
suspended from a boom recorded 
their creaking progress. 

Once again shoes were required 
to squeak for the movies—that’s 
what brought this pair of shoes their 


transient fame. 
t * ss 


VISITING the home of a friend re- 
cently a unique door stop caught 
our eye. It was a man’s shoe, well- 
worn, filled with cement and covered 
with a coat of aluminum paint. 
Our friend lives on a ranch, he is 
© feet 6 inches tall and wears size 
14 shoes. Having no children and, 
therefore, no baby shoes to bronze 
as a keepsake, our friend’s ingenious 
wife cemented one of the size 14 
brogans to posterity. Being a bit 
too large for the “what-not” cabi- 
net, it serves the purpose of a door 
stop very well and fits nicely into 
the ranch atmosphere. 
” 


THAT FOR POSTERITY 


Gost! ver ME HAVE 





C. H. DANIELS of Stamford, 
Conn., that versatile inventor who 
has a score of practical things to 
his credit—ranging all the way from 
a patent on perforations through 
the complete upper including box 
toes, counters, etc.—to a new inner- 
sole gem that makes more flexible 
the walking tread of footwear . 
was seated in his display room at 
the Allied Show in New York and 
expounded : 


“Count that day lost 

Whose low descending sun 

Finds prices shot to pieces 

And business done for fun.” 
* * * 


DAVE BRADY, shoe man and re- 
searcher of Detroit, Mich., has de- 
veloped a new tank helmet, made of 
leather, for use by the hell drivers 
rattling around in metal tanks. The 
helmet appears to be a cross be- 
tween a football gear and a Martian 
warrior’s creation. He says: 

“This idea represents a very fine 
protective head gear (centerpiece of 
light steel) for the use of the tank 
corps, in which during both maneu- 
vers and combat the beating taken 
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by the tank occupant is terrific. In 
fact, to such an extent that there is 
generally a bleeding of the eyes, 
ears, nose and mouth caused by the 
tremendous vibrations and pressure. 
There are attachments to hold a head 
phone and a radio phone onto the 
helmet, the purpose of these being 
that, although they sit next to each 
other, the roar is so loud and deaf- 
ening tHat it is impossible for the 
men to converse back and forth ex- 
cept by the use of a telephone. An- 
other feature is the ability to remove 
the springs to one side and lift the 


Ca 


ear flaps, fastening them by means 
of straps provided for this purpose. 
This is a very important addition to 
the helmet as it affords a little com- 
fort to the wearer while preparing 
and cleaning the tank units—at 
which time he still must wear a pro- 
tective head piece. 

“The top of this helmet was taken 
from the safety helmet which the 
Brady Research Company developed 
last year for football. The strength 
and protection afforded by this new 
top is so great that the wearer may 
be struck a very hard blow with a 
ball bat without injury at all to him- 
self—while at the same time it has 
eliminated completely the oppor- 
tunity of players injuring one an- 
other in game wear or in scrim- 
mage. 

Back to the new tank helmet—this 
helmet has been turned over to the 
Canadian government for use in the 
tank corps both in Canada and 
England and will be furnished roy- 
alty-free to the Canadian govern- 
ment.” 





* * * 


Foor perfection comes at what 
age? We asked that question of a 
number of shoe men and they all 


agree .. . at the age of ten. Prior 
to that time the foot is in the proc- 
ess of rapid growth, bone hardening 
and shaping itself to civilization’s 
use of footwear. All this came 
about when we read what Professor 
Henry S. Sintms of the Cclumbia 
University School of Medicine re- 
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ported on the results of ten years 
of research on “aging as a physio- 
logical process.” He said: 

“The death rate of humans is at 
a minimum at the age of 10, when 
only one child in 800 dies. If the 
death rate remained at this level 
throughout the whole life span, our 
life expectancy would be 550 years 
instead of about six-three years as 
at present. Further knowledge of 
the chemical processes that lead to 
the gradual reduction of this in- 
trinsic resistance would retard the 
aging process to the point at which 
deaths would result only from acci- 
dents or from attacks of diseases 
severe enough to overcome a resis- 
tance approaching that of a child 
of 10.” 


“HOW the women love to buy when 
something really interesting is 
shown them,” observed Harry So- 
bel, sales manager for the Fern 
Shoe Co. “For example, we were 
fortunate enough to acquire a good- 
ly number of Emu skins, which we 
planned for a ten weeks’ promotion 
for November and December. Every 
pair (and there were no more skins) 
was gone in less than ten days. 
This incident just goes to show 
how the entire casual shoe situation 
has changed. 

“Casual shoes are going out of 
the conventional types of oxfords, 
side gores, side ties and the like into 
real sandals along with the high 
heel, high style footwear. One other 
definite trend for Spring is the 
strong return of the saddle pattern. 
Casuals for Spring are nearly all 


of leather, as there is a decided 
change in this angle of the play 
shoe picture, too. All parts of the 
country report the gathering 
strength of the sandal patterns dur- 
ing the current selling, a condition 
which will grow and grow with the 
turn for Spring footwear. Just to 
show how strong sandals are this 
Fall, one customer on the West 
Coast checked back and was aston- 
ished he had bought over 7000 
pairs of just one sandal pattern 
this year, a pattern which is still 
going strong with him.” 


AN’ THEY SEND ME 
POETRY | 
2 EE, 
—T 
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J OF STENTZEL of the Merit Shoe 
Store in Greenville, Ohio, sends us 
some poetry given to him by a 
traveling shoe salesman, to be 
passed on to the anxious shoe mer- 
chant. Here it is: 








“Keep your temper, Gentle Sir, 
Writes the manufacturer; 

Though your goods are overdue, 
For a month or maybe two. 

We can’t help it, please don’t swear, 
Labor’s scarce and supplies rare. 
Can’t get leather, Can’t get dies 
These are facts—we tell no lies. 
Harry’s drafted, so is Bill, 

All our work is now uphill. 

So your order, we're afraid, 

May be still a bit delayed. 

Still you'll get it, don’t be vexed, 
Maybe this month, maybe next. 
Keep on hoping, don’t say die 
We'll fill your order bye and bye.” 


It's been like this ever since the boss started reading the Boot and Shoe Recorder. 


13 





| DOUBLE 








com 
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men 
One of the more interesting promotional patterns this Fall has been the they 


shoe pictured herewith that features a double trim treatment. While this 
novelty trim tends to give a heavier-looking appearance to the shoe, the 
plain lines of the edgings, sans pinking, give it a clean cut appearance that 


keeps the shoe definitely out of the heavy brogue class. 











THE $3,553,400,000 revenue law finally passed by the 
House and Senate after six months in the making, is 
just the beginning for the taxpayer. Even before the ink 
dried on the Presidential signature, tax experts on Capi- 
tal Hill were talking in terms of a new tax bill. Even 
though existing revenue laws, now that a new one has 
jeen added, will yield an estimated $13,000,000,000 
during 1942, it falls short, by more than one half, of 
covering what the government will be spending on arma- 
nents and non-defense activities during the same period. 


AFTER disposing of the bill that will affect one way or 
another practically all citizens and bring an estimated 
1,930,000 additional taxpayers under the income tax 
provision, members of the House Ways and Means Com- 
mittee headed for the hinterlands and vacations. Before 
giving consideration to a new Treasury Department tax 
plan in November, committee members will hold public 
hearings on recommendations to extend the Social Se- 


‘curity Act to include farm workers and domestics. 


ADVOCATES. of greater economy in government non- 
defense expenditures were optimistic that the revenue 
tax bill as finally approved included an amendment by 
Senator Harry Flood Byrd, anti-New Deal Democrat of 
Virginia, calling for a joint Congressional executive 
committeee whose job will be to find ways of slashing 
non-defense expenditures. 





SKEPTICS after eight long years of New Deal extrava- 
gance are dubious, but Senator Byrd, Treasury Secre- 
tary Morgenthau, and some members of Congress esti- 
mate that non-defense appropriations can be pared by 
$1,000,000,000 or more. Even before the wild spending 


orgy of the New Dealers, some members of Congress 


were pushing for a system of Congressional budgetary 
control, The Byrd amendment falls short of that objec- 
tive but represents the first time in 22 years that Con- 
gress has given its blessing to even a semblance of such 
control. 


DESPITE the fact that the conference report on the 
record-breaking tax bill went through the House with a 
rush on a voice vote, which means without roll call 
of how individual members voted, some of the Congress- 
men are already experiencing a bad case of the jitters as 
they thinks of what can happen when they come up for 
re-election next year, after the folks back home have felt 
the full impact of the staggering increases in the middle 
income brackets. 

The Congressmen will argue, of course, that national 
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defense made it necessary to double and triple the tax 
load on the little fellows, but along about October, 1942, 
somebody is going to ask why non-defense expenditures 
hit an all-time high at a time when Americans were being 
asked to tighten their belts, and how much of this record- 
breaking tax burden was the cumulative result of New 
Deal waste and extravagance. Somebody will want to 
know how the United States managed to train four mil- 
lion men for service and put two million soldiers in 
France during the World War without any such drastic 
increases in taxation. 

Administration theorists who have sounded off on the 
desirability of using heavy taxation to cut the purchas- 
ing power of middle-class workers and white-collar folk 
in a year when living costs were soaring have provided 


the opposition with campaign material that already 
haunts House members like a grim spectre whenever they 
think of November, 1942, and remember what happened 
in the mid-term election back in 1918. 


[TURN TO PAGE 37, PLEASE] 


15 


News Reel... 





mee FEATURE 
Shoe Business 





The ultra modern exterior of Stewart's store at 412-414 
Post Street, San Francisco, Calif., the locale of story. 


Window Shopping Mr. and Mrs. John Hanlon 

and a friend are window shopping at Stewart's. 

Mrs. Hanlon notes a shoe she likes from a large 
assortment which she can see at a glance. 


“BUSINESS in preventive or comfort-giving types of 
shoes is built at the fitting stool. That is the very foun- 
dation of our business,” declared Iral I. Stewart, who 
operates shoe stores in San Francisco, Oakland and 
Portland, Ore. 
Like many stores of this character, Stewart’s do not 
use large newspaper space. However, they do use the 
San Francisco Examiner consistently, since this paper 
has the largest circulation in Northern California. Ads 
appear at least once a week, with at least one shoe dis- 
played. As a result of this constant plugging, rather 
than occasional large flashy copy, the store is able to 
trace to this medium definite results throughout a large 
trading area. 
Experience has shown that people who have foot 
trouble or are interested in wearing good, comfortable, 
well fitting shoes will read booklets about such featured 
footwear. Booklets are always placed in packages leav- 
ing the shop. Booklet dispensers outside the front doors 
work after store hours. These dispensers are convenient 
for people who are window shopping after store hours. 
Signs in the door call attention to this free literature. 
The entire customer list is taken care of through the 
following media: Spring and Fall style folder; mailing 
on feature shoes (vacation footwear, etcetera); once 
each Winter the entire list is post carded on a “Charity 
Event”—offering a dollar allowance for an old pair of 
shoes turned in toward a new pair; special mailings to 
nurses which have brought good results. A new thought 
developed in the latter connection proved to be a good 
one. The nurse folder was mailed to all the doctors 
located in several large buildings in the neighborhood 
of the store. This was rather a left-handed approach, 
but the results proved it was the nurse who received 
the folder. 
[TURN TO PAGE 33, PLEASE] 
Fitting After carefully fitting Mrs. Hanlon, G. B. 
Darrock explains that the shoes not only provide 
foot comfort but, what is more important, they 
assist correct posture. Note orthograph imprints. 





Is Built at the Fitting Stool 


IRAL I. STEWART, OPERATING THE STEWART 


STORES ON THE WEST COAST, FINDS THAT 
CUSTOMER EDUCATION IS OF GREAT VALUE 
IN SELLING CORRECTIVE TYPES AND USES 
THIS SHOE SALESMANSHIP METHOD TO 


BRING REPEAT CUSTOMERS TO HIS STORES 


Checking the Fit Mr. Darrock checks the fit 

after Mrs. Hanlon has walked in the shoes. Nou 

her attention is called to the restful, close-fitting 
arch and comfortable toe space. 
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Closing the Sale In closing the sale, name and The Friendly Exit Mr. Darrock walks to the store 





address are secured. A record of style, size and 
last is kept so that the customer may secure the 


same comfort in her next purchase from the store. 





entrance with his customers, thanks Mrs. Hanlon 
for her business and also her husband and friend 


for their cooperation in assisting in purchase. 








THIS is an apprecition of a ne’er-do-well in the shoe 
business known far and wide as Overhead. Oswald 
Overhead we'll call him hence forward, for the sake of 
brevity; alias General Expense; alias Michael Miscel- 
laneous; alias Slewfoot Suspense. 

Being a great big good-natured fellow with a sense of 
humor the like of which you'll never see the equal, 
Oswald Overhead is pretty much highhatted by the great 
minds who are occupied with more important matters 
such as gross markups, style trends, buyer’s size charts, 
advertising, window displays and things like that. In 
the mad rush to take care of these more important mat- 
ters Oswald gets a great pushing around, first to one 
side, then to the other, back to the rear, and then over 
to the first side again. 


But Oswald Overhead doesn’t mind. Dear. 


no! 


_»Qswald’s second most pronounced characteristic is im- 
» <° “perturbability. And at inventory time you'll find Oswald 


smilingly taking his place right up at the head table 
along with the other very good reasons why the profits 


This is Oswald, a great big good- 
natured fellow with a wonderful sense 
of humor and an extraordinary degree 
of imperturbability. Smiling, serene, 
he has a way of getting what he wants. 
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did not reach the anticipated heights. For all his seren- 
ity Oswald has a way of not being denied. 

His first most pronounced characteristic of course is 
dependability. In this changing business life of ours 
there are but few things which may be tabbed as abso- 
lutes, but it can be said without fear of contradiction 
that Oswald Overhead’s dependability is one of them. 
When everything else fails you you may depend upon 
Overhead exceeding the budget by not less than 10 
per cent. 

Sales may fail their quotas, turnovers may drop to 
an rpm of less than one, gross profits may be wiped 
out, the hottest styles may freeze up like Japanese assets, 
all your well-laid plans may miss their objectives by 
an unprecedented margin, but you may depend upon it 
that Oswald Overhead has not failed you. He, very like- 
ly, in the face of all other failures, will have exceeded 
any previous record in the book, And he will have ac- 
complished it in that quiet, innocuous, easy-going man- 
ner of his that defies description. 
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NE’ER-DO-WELL IN THE SHOE BUSINESS, HIGH-HATTED 
BY THE GREAT MINDS, HE TAKES HIS PLACE AT THE 
HEAD OF THE TABLE WHEN INVENTORY TIME COMES ‘ROUND 


“Charge it to Overhead,” is the phrase the big minds 
use so casually, 

But to Oswald’s large ears the words are music. He 
likes them. And because of his utter complacency he en- 
courages them. For the memory of man does not extend 
back far enough to find it recorded that Oswald Over- 
head or his great grandfather before him ever declined 
a charge. And Oswald carries on as he was brought 
up to do. 

But of all the kinds of charges that are apt to be tossed 
Oswald’s way he likes Salary Charges best. “On account 
of,” as he puts it, “they add up the fastest.” And “I get 
them automatically each pay day.” 

Nephews, sons-in-laws, daughters, are particularly 
delightful to Oswald as charges to his account, But he 
will welcome any employee on the payroll who does not 
directly sell or buy shoes or hosiery. Any employee at 
all whose duties are a little sketchy will find Oswald 
Overhead’s voice entirely sympathetic. If the advertis- 
ing office gets a little crowded it’s quite all right to call 
for Oswald. If the main office begins to take on the 
appearance of a public library, Oswald will gladly fur- 
nish extra swivel chairs. Stock clerks, messengers, 
wrappers, and cashiers, all rightfully belong to his happy 
family, he laughs. And he’ll often convince you (in a 
joking way, of course!) that Mr. Big in the front office 
of many a business deserves consideration. 


by MARSH LANTERMAN 


In fact Oswald has a policy for accepting charges to 
his salary account that is big and fine and profitable— 
for Oswald. 

“I look at it like this,” he says, straining the springs 
in his big chair and lighting one of his huge black cgars. 
“You never make a dime in this business except when 
you make a sale. Every other move you make from 
going on a buying trip to washing the front windows is 
in preparation for that terrific moment when the cus- 
tomer say, “I'll take “em.” 

“When the customer says, ‘I'll take °em’ you make 
your profit, and you don’t make a dime at any other 
time,” insists Oswald. “And by golly all expenses ex- 
cept selling expenses rightfully belong to the Oswald 
Overhead department,” he says, banging his heavy hand 
on the table. 

But, of course, Oswald is only fooling. Everybody 
knows he is half nuts and makes cracks about things he 
doesn’t really understand. 

You have to have a receiving room to unpack your 
shoes in and mark ’em don’t you? 

Not according to Oswald. If you do it’s Overhead. 

He knows of stores with sales into half a million who 
get their shoes marked and into the shelves without 
calling on Oswald. [TURN TO PAGE 47, PLEASE] 


Everybody's pal, Oswald is the first one to be put on the 
spot when profits do not reach their anticipated heights. 
But Oswald can take it, and does. 
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Strategie Location 


This interesting newspaper adver- 

tisement announced the opening 

of the modernized Snellenburg 
first floor shoe department. , 


The general view at the right gives an idea of 
size, arrangement and appointments of the foot- 
wear section at Snellenburg’s, Philadelphia. In- 
terior display is an important feature and the de- 
partment has the unusual advantage of a direct 
street entrance and display windows adjacent. 


One of the interesting windou 
displays that marked the open- 
ing of the new Snellenburg de- 
partment contained an effective 
moving display of shoes, with 
a series of illustrations showing 
successive steps in manufacture. 
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A STORE within a store, rather than a shoe department 
of a department store, more nearly describes the foot- 
wear section of Snellenburg’s of Philadelphia which com- 
memorated with a formal opening on Monday, Sept. 15, 
the completion of its entire rebuilding, redecoration and 
rearrangement project. 

Occupying the entire first floor of the South building, 
this circumstance of location gives the shoe section a 
seclusion so far as visual impression is concerned, while 
retaining all of the benefits of the general store traffic, 
to which is added the advantage of a direct entrance 
from the street and the use of outside window space 
directly in front of the department itself. In connection 
with the opening, one of the windows which created 
much. interest was devoted to a display of Red Cross 
shoes carried across the field of vision on an endless 
belt and below them a series of illustrations of the 
process of their making in progressive steps, furnished 
as stated in a courtesy card, by the Compo Shoe Ma- 
chinery Corporation. 

A glance at‘the general view of the department as 
shown here will give an idea of the new appointments of 
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onAids Snellenburg Shoe Section 


Direct Entrance from Street, with Display 
Windows Immediately Adjoining Depart- 
ment, Are Advantages Enjoyed by Few 
Shoe Departments but Conspicuous in 


Recently Opened Section of Philadelphia 


Store, Directed by William A. Ickler, 


Manager of Department for 34 Years. 


by HARRY W. SCOTT 


WILLIAM A. ICKLER 


Thirty-four years with a single department is an 
extraordinary distinction for a shoe buyer, and 
Mr. Ickler holds this unique service record. 


the department. The counters and chairs are of blond 
birch, the leather seats of all the chairs save those in the 
men’s division are of deep ‘blue leather. In the men’s 
division the color is mahogany tan. The walls are a 
pastel green. A generous use is made of display cases, 
those along the walls being recessed, the effect being that 
of framed pictures, and those around each of the sup- 
porting columns serve the double purpose of displaying 

[TURN TO PAGE 45, PLEASE] 
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Give Young Ameriea 
A FIRM FOUNDATION 
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A copy of this “Pledge of Ser- 
vice,” 7x10 inches in size and 
printed on heavy paper suitable 
for framing, will be mailed to 
any subscriber to BOOT AND 
SHOE RECORDER on request. 


Recorder Inaugurated Service Pledge to Children in 19.36 


The “Pledge of Service” reproduced at the top of this 
page was first published in the June 27 issue of Boot 
AND SHoeE Recorper, 1936. It elicited a strong respone 
from retailers of children’s shoes the country over, and 
the pledge still hangs on the walls of many a juvenile 
shoe department. The RecorpeER is convinced that the 
Pledge of Service played a helpful part in diminishing 
the sale of juvenile shoes over the counter. 

But too large a proportion of juvenile footwear is 


still being sold without proper fitting, and in these days 
of general employment and widespread prosperity, the 
time is ripe to renew and re-emphasize the campaign for 
better shoes and better fitting from cradle to college. 

So Boor anp SHOE REcoRDER again focuses the spot- 
light on the Pledge of Service and urges shoe stores 
everywhere to co-operate in this campaign whose objec- 
tive is “Getting More Children’s Shoes Sold Right.” 
Let’s give young America a firm foundation. 














The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Skating on the Edge 


SOME of the big retailing outfits skate along the bor- 
der line of what’s right and wrong and do things that 
an individual retailer wouldn’t stoop to. It’s all part 
and parcel of the practices so prevalent in the age of 
cupidity, (smartness) and cunning that existed in the 
depression decade. Some of these big retail operators 
feel that they can get away with things because they 
are big and mighty. They forget that they were made 
big by the opportunity to buy cheap. Retailing costs 
are comparative. But they are skating on thin ice be- 
cause there are certain things that can’t be done in 
these war-like days for disciplines are going to be 
enforced. 

Now let’s jump from generalities to specific prac- 
tices. A shoe ad appeared in the papers saying: “We 
can’t predict our prices after these materials are gone. 
You'll be smart to buy now!” That’s a border line 
case, in words. that walk on little cats’ feet. 

What it actually says is: “Buy now or you'll regret 
it” and it definitely violates the warning issued by the 
Consumer Protection Division of the National Defense 
Advisory Commission. This Bureau, under Miss Har- 
riet Elliott has definitely said: “No scare advertising! 
No uncontrolled statements that add to the hysteria of 
buying more than ordinary needs.” 

The vicious spiral of inflation starts from “word- 
seeds” in print. 

The majority of shoe stores throughout the length 
and breadth of the country know that there is no need 
for scare advertising as a means of selling. Actually, 
selling requires less urging in times such as these than 
in normal times. Retailing is good—without high pres- 
sure. 

Well, this ad appeared and the very next day a com- 
petitive outfit came out with the same sort of copy and 
before you know it, the thing will produce a conflagra- 
tion leading to inflammatory inflation. 

Big organizations should guard themselves against 
making such statements because, in the first place, they 
don’t need to do it; and in the second place, their in- 
fluence upon others is a hundred times greater than 
their own act. 

We don’t want to see this thing spread into shoes be- 
cause footwear has an excellent reputation in Washing- 
ton and with the public. 
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Remember, the retailer is the one man in a position 
to check inflation. The retailer touches the public di- 
rectly, closely, daily as no other institution in America 
can hope to do. Even the government itself is more 
remote. When a retailer alarms the public, he is doing 
himself a harm as well as them. So, when any shoe 
organization that is great in power and privilege uses 
the phrase: “You'll be smart to buy now,” it steps onto 
forbidden ground. And public notice should be made 
of it. We flash the warning signal because shoes want 
to be one of the great retail industries that is “keeping 
its nose clean.” More serious times are coming and if 
the public has confidence in the integrity of the mer- 
chant, we will weather this storm together—fairly, 
squarely, equitably. 

We like the approach to the public of a merchant in 
Florida, who in his advertising said: “F@R VICTORY 
IN THE FIGHT AGAINST HIGHER PRICES” (then 
enumerated the comparative list of his trade-marked 
line prices some-up). The text further said: “And we 
have held them to small gains indeed.” But here’s the 
punch line: “Remember, the legitimate merchant is co- 
operating with your government to offer merchandise 
at best possible prices.” 

No alarm, no hysteria, no “buy or else.” Just a com- 
mon sense recognition of the fact that the merchant’s 
problem is not to cry “Wolf, Wolf, Wolf,” but to select 
shoes for his community when it needs them and to 
honestly tell what the prices are, without inflationary or 
inflammatory explanations as to present or future rises. 

Make no mistake about it. We are in for trouble. You 
read the newspapers—how Bernard M. Baruch told Con- 
gress in Washington: “Put a ceiling over the whole price 
structure including wages, rents and farm prices. . . . 
Price control must be intimately tied up and move in 
step with all other war controls, wage and rent controls, 
priorities, conservation, commandeering, war trade, war 
finance, etc. They are like the fingers of a hand—with- 
out all together, the job can’t be done satisfactorily.” 

Retail advertising must be held in check—because 
price inflation is the consequence of demand exceeding 
supply. Demand is DESIRE. Artificially increase DE- 
SIRE through the artifice of emotional advertising and 
you produce a false and excess demand. 

Now is the time for all possible restraints consistent 
with a living business. 
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Bumper Baby Crop 


Boosts Juvenile 


Shoe Business 


WITH MORE BABIES BEING BORN THAN AT ANY TIME 


IN THE PAST ELEVEN YEARS, THE INFANTS’ SHOE BUSI- 


NESS LOOKS FORWARD TO A BOOMING SEASON. YEAR 


BY YEAR THE BUYING PUBLIC IS BECOMING BETTER 


EDUCATED TO A BABY'S SHOE NEEDS. HERE IS YOUR 


CHANCE TO GIVE ALL-OUT AID TO THE FOOT HEALTH 


OF THE NEW GENERATION AND TO BUILD UP YOUR 


BABY SHOE SECTION FOR EFFECTIVE SERVICE. 


FROM the U. S. Census Bureau comes the news that 
20,000 more babies were born in the first four months 
of 1941 than in the same period of 1940. If the remain- 
ing eight months’ average is as high, the birth rate at 
the end of the year will be 18.5 babies to every 1,000 
of population. 

In view of these figures, the future is a rosy one for 
manufacturers of baby shoes and stores that sell them. 
No matter how alive your baby shoe business may have 
been, this year it will be even more active. Now is the 
time to check up on your stock, on your resources, on 
your method of fitting and your philosophy of selling. 
From the point of view of construction, material, fit 
and consequent effect on foot health, no part of the 
shoe business can compare in importance with the baby 
shoe business. 

Today more and more mothers think it wise to let 
their babies go barefoot up to ten months of age or 
whenever the baby first begins to try to walk. If shoes 
are worn during this time, they should be of the softest 
and lightest materials and plenty big . . . full and wide 
and long enough for the active little toes to wriggle and 
exercise naturally and without constraint. 

These first shoes . . . worn before the baby begins 
to walk . . . are hardly shoes at all. Made of wool, 
crocheted or knit into bootees, of silk, piqué, felt, etc., 
they are the softest of foot coverings. Through the 
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chain stores, mail order houses and stores Uealing with 
foreign born mothers, patent leather and white and 
colored leather shoes are still sold for this pre-walking 
period, but the growth of informed opinion favors the 
lighter, softer coverings, where any covering is used. 

For the first leather shoes, tanners have been pro- 
ducing in recent years white leathers that do not dis- 
color from diaper stain and washable leathers in white, 
pink, yellow, blue and red. These colors are for special 
dress type shoes. Soft crushed elk finish, made in nat- 
ural, white, red and blue, is a new leather, softer and 
more pliable than old type elk. In colors, the bulk of 
the better business is in white, some smoke and tan, 
occasionally blue and red. 

Moccasins for first shoes are being featured more 
and more . . . not only the soft sole moccasin front 
types, but also the real moccasin construction with upper 
extending under the foot like a cradle. These are made 
in white elk, white crushed calf and white crushed side 
leather, in 4-eyelet bluchers, soft as a bootee, with 
flexible yet solid soles. 

Real barefoot sandals in white and smoked elk made 
with covered toe or with entire front cut away, are 
gaining for Summer in these first shoe sizes. An entirely 
open front has an advantage over an open toe as the 
toes are not distorted when pushed through the larger 
opening. 

From sizes 3 to 9, Summer sandals and “play shoes” 
with soft soles in one-strap Mary Jane styles, are made 

[TURN TO PAGE 44, PLEASE] 
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THERE’S PROTECTION IN PERFECTION 


Matched Pairs created with Celastic box toes have smooth, 
even tip lines — toe character that is true to the lines of 
the last. 

Style Protection is positive because style interpretation is accu- 
rate. Firm but flexible side walls are formed when lining, box 
toe and doubler are fused into a single structural unit. 
Customer Protection is assured because toe comfort and trim 
toe lines remain from the first to final wearing. The comfort and 
style protection in Matched Pairs makes it easier to bid for more 
business from satisfied customers. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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IS A TREE, 
AN AMERICAN TREE. 

GROWS FROM NEWFOUNDLAND TO TEXAS. 

IN VERMONT, OHIO, PENNSYLVANIA, . 
IN THE MONTH OF MARCH, 

AS THE SAP RISES 

UP THE TREE, 

SHREWD FARMERS TAP THE SAP, 

SKILLFULLY, SKILLFULLY, 

BLEND THE BEAUTIFUL LIQUID. 

MAKE MAPLE SUGAR. 

SELL IT EVERYWHERE, 

COAST AND INLAND, 

TO FIFTH GRADERS, SENIORS, 

SOPHISTICATED ....... 

» +++ MAMA AND PAPA, 

SUGAR MAPLE TREES. 

ARE CUT AND HEWED INTO 

MODERN DESIGNS OF FURNITURE. 

SOLD EVERYWHERE. 





































MARACAIN 425 co 


New Castle Division 


ed Kid Company 


100 Gold Street, New York City 








CORDIGAN 1579 


STANDARD KID DIVISION 


£09 South Street, Boston, Massachusetts 





IS A COLOR, 

AN AMERICAN COLOR. 

STARTED ON THE WEST COAST. 
BROUGHT EAST BY 

ALLIED KID COMPANY. 

IN THE MONTH OF DECEMBER, 
WHEN RESORTERS TREK 

SOUTH AND WEST, 

SHREWD MERCHANTS CAN CASH IN 
ON THIS BLENDED COLOR. 

SMARTLY PROMOTE IT IN CRUSHED KID 

«+++ MARAGAIN, CORDIGAN, BALI... . 

TO WEAR FOR PLAY, BEACH, 

RAGES, LUNCH, CASUAL HOURS.* 

SELL IT TO THE YOUNG 

WHO'LL LOVE IT FOR THEIR BUSY LIFE, 

TO SOCIALITES, SOPHISTICATES. 

CARRY IT NORTH FOR SPRING STOCKS, 

SELL IT EVERYWHERE. 

* GLEVERLY COORDINATE WITH SUITS AND DRESSES. 
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PEOPLE’S 


by JOHN F. 
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Who Won? 


A ten-foot-high score board with 
all the football scores in the country 
right up to date is one of the main 
attractions in the shoe department of 
the Bullock Men’s Store, Los Angeles, 
at this season of the year. Cards in 
the men’s shoe and clothing windows 
tell shoppers about this board and 
invite them to drop in to check on 
the latest scores. 

The scores of the previous week- 
end’s games stay on all week, and a 
surprisingly large number of men 
drop in at frequent intervals to check 
on particular scores. 

“Let’s settle the argument by the 
Bullock board,” seems to be a frequent 
way to decide differences of opinion 
among the residents of Los Angeles. 

* * * 


Football Season 


Here are a few ideas—proved pro- 
motions from the past—that may be 
useful to shoe merchants seeking an 
idea to tie in with the football season 
in their town or city: 

1. Set up a ticket office in your 
store to handle tickets for the local 
games. 

2. Place a large blackboard just 
inside the entrance of your store on 
Saturday and chalk up the scores. 
period by period, as they come to you 
over the radio. 

3. Suggest in your ads that people 
drop into your store to pick up a 
schedule book of all the major games 
in the country. 

4. Offer prizes of shoes to members 
of the local football team, as a pair 
to the leading player on each Satur- 


30 


day, kicker of each field goal, high 
scorer, etc. 

5. Arrange to broadcast the leading 
sectional game in your store each 
Saturday and invite the public to be 
your guest. 

* * * 


Picture Frame of Shoes 


Bloomingdale’s Department Store, 
Lexington Avenue at 59th Street, New 
York City, has blossomed forth with 
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For Victory In The Fight 
Against Higher Prices 








and we have held them 
to small gains indeed 
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The Independent Spirit 


an attractive new window display idea 
for Fall. 

One of the side windows of the store 
has been blocked off to form a large 
frame for a center mirror like sur- 
face. The border treatment consists 
of small rectangular cubby holes with 
each partitioned space.containing a 
new Fall style. The center mirror has 
concealed lettering which only comes 
into view when bordering lights flash 
on and off. You can’t miss this win- 
dow display as you climb the stairs 
out of the adjoining subway. 

* * 7 


The Pick of the Styles 


More than one good display idea 
can be developed by keeping an eye 
out for sale-catching windows used by 
other forms of merchandise than 
shoes. Very often, with a little 
imagination and a few changes, the 
idea is readily adaptable to our in- 
dustry. The following, idea was 
adapted from a window display of 
sporting prints. 

A full size male model is seated 
in the front left-hand corner of the 
window, relaxing with his legs 
crossed and pipe in his mouth in a 
comfortable easy chair. His back is 
more or less to the audience and he 
faces diagonally across the window. 
The scene portrays a customer in the 
act of reviewing the store’s latest 
styles in shoes for Fall, grouped 
around him on the floor and arranged 
on pedestals. 

ay 


He Ought to Know 


We recently hear some sound ad- 
vice from the head of the direct mail 
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department of a large department 
store. Here is the gist of his philoso- 
phy on direct mail: 

It does not matter how strong a let- 
ter may be, how convincing its argu- 
ments, or how attractive the offer, fail- 
ure is certain unless the letter is put 
into the hands of a genuine prospect. 
Every name carried on a mailing list 
which does not represent genuine pur- 
chasing power, means no returns, and 
adds to the selling expense of those 
who are sending out the letter. 

A store can get better results from 
a list composed of best customers than 
from any other possible list of pros- 
pects. Such a list must be kept up 
to date. “Dead wood’ or those who 
are no longer prospects, must be re- 
moved instantly. An average business 
house can expect to lose 15 per cent 
of its customers yearly. 

In building up a mailing list of new 
prospects, the following sources are 
suggested: names from customers and 
prospects, mailing list companies, ex- 
change lists with other stores in the 
town, newspaper clippings, city and 
telephone companies, club member- 
ships and social registers. 


* + 


Do You Know Your A, B, C’s? 


George Ferguson, assistant shoe 
buyer at Rike-Kumler, one of Dayton, 
Ohio’s, leading department stores, has 
worked out an A.B.C. of selling shoes 
which he plans to present to a class 
in shoe selling which he will conduct 
in the near future. Do you know your 
alphabet? 


Autumn Is Here 


All the bright colors of Autumn as 
reproduced by the brush of the artist 
are on display in the window of the 
Selby Shoe Store, 5th Avenue at 38th 
Street, New York City. 

Against a black background and a 
rich red floor covering, a huge artist’s 
palette is set up at an angle across the 
center of the window. The palette is 
finished in a light cream shade and 
bright dabs of paint are scattered 
around the edge in the guise of bril- 
liantly colored pieces of cloth. One 
of the newest Fall styles of Selby 
shoes is placed in the center of each 
dab on the palette and more styles 
are arranged on the floor near the 
window glass. You can’t miss this 


window! 
* * x 


In Service to the Public 


“Modestly, 
pride, we wish to inform the public 
that it can have its shoes repaired 
here by the exact hands of skilled 
workman which have heretofore 
made shoes of the finest class. And, 
too, our prices are fixed to meet the 
times . .. so why go elsewhere?” 

(The above sign appears in the 
corner of the window of the Boston 
Shoe Repairing Co., 50th Street, New 
York City.) 


= e- & 


Defense Stamps in Shoe Stores 


Answering the recent call of Secre- 
tary of the Treasury Henry F. Mor- 
genthau, Jr., many shoe stores, side 
by side with other types of retail out- 


with some sense of 


lets, are carrying, promoting and sell- 
ing Federal Defense Savings Stamps. 

Not only are many of these retail 
stores helping the government to 
finance our national defense and pro- 
viding a savings backlog for the 
American people by stocking and sell- 
ing Defense Stamps, but they are at- 
tempting to popularize Defense 
Stamps through window and store 
displays and newspaper advertising. 

As one “Retailers For Defense” 
store window poster says: 

“This Store Volunteers 

“1. To practice and to preach ‘Our 
Country First and Foremost.’ 

“2. To keep jobs filled, yet to give 
every possible encouragement to em- 
ployees wishing to serve their coun- 
try. 

“3. To continue to bring you the 
best possible values, services and con- 
veniences. 

“4. To help interest you in Defense 
Stamps both for your own sake and 
so that Uncle Sam may pay for Na- 
tional Defense.” 

* = a 


October 


October starts off with Moving Day, 
Yom Kippur and the World Series 
and ends up with Hallowe'en, and it 
usually is a grand month for Fall 
shoe selling. In between the first and 
the thirty-first, we have National Ad- 
vertised Brands Week, Oct. 2-12; Co- 
lumbus Day, Oct. 12; Fire Prevention 
Week, Oct. 5-11; Girl Scout Week, 
Oct. 26-Nov. 1; Navy Day, Oct. 27. 
Now, surely some of these dates are 
useful for shoe store promotions. 





A—pproach customer promptly and willingly. 

B—uild volume by selling better merchandise. 

C—all back customers by name and address. 

D—isplay merchandise effectively. 

E—njoy helping customers to solve their shopping 
problems. 

F—ind out what the customer wants by showing mer- 
chandise rather than by asking questions. 

G—reet all customers courteously even though they 

are just looking. 

H—andle merchandise carefully—it enhances its value. 

l—ncrease your sales by suggestions. 

J—udge your customer by his conversation as well as 
by his appearance. 

K—now all selling points of your merchandise. 

L—isten carefully to all your customer's comments and 
questions. 

M—aintain interest throughout the sale. 





THE A. B. C. OF SELLING 


N—otice the waiting customer with a nod, a question 
or a sale. 


O—pen the sale with an intelligent comment about 
the merchandise. 


P—resent merchandise information in an interesting 
forceful manner. 


Q—uote fashion from authentic sources. 
R—eplace stock after each sale. 
S—how enough merchandise but not too much. 


T—ty to sell so convincingly that merchandise will stay 
sold 


U—nderstand the customer's problem and make a 
real attempt to make a satisfactory sale. 
V—ary your greeting to suit the customer and the 
situation. 
W—in your customer's confidence so that she will re- 
turn to you. 


X, Y. Z—GOLDEN RULE: Treat customers as you like 
to be treated when shopping. 
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MEN in the Los Angeles area began their Fall shoe buy- 
ing in late August with the sales tempo steadily increas- 
ing as September progressed. With the line of demarka- 
tion between Summer and Fall one of promotional pub- 
licity and not of temperature, consumer demand for 
rugged Fall footwear is far greater than buyers an- 
ticipated. And what’s more, it is steadily continuing. 

Sales gains in men’s shoes from mid-August to mid- 
September in well-established stores run from 15 to 
60 per cent over last year’s corresponding time. Taking 
the report of the Security-First National Bank of Los 
Angeles as a reason for these gains, this bank says: 
“Sales of department stores in downtown Los Angeles 
exceeded those of July by 12 per cent and were more 
than 26 per cent greater than August, 1940. 

“Southern California, already playing a major réle 
in the defense program, is scheduled to extend further 
its activities in this field. Extensive new industrial plant 
expansion is assured. A new 8-way shipyard at Wilming- 
ton, major plant expansions of the new Vega and 
Douglas Long Beach aircraft plants and the building 
of an aluminum smelter and additional steel rolling ca- 
pacity are planned in this area. 

“Average wages of industrial workers in Los Angeles 
County are at the highest levels on record. Earnings of 
wage earners in all local industries, manufacturing, 
motion picture and petroleum producing fields average 
$152 per month. Not only are wages higher, but the 
cost of living remains about 15 per cent below 1929. 
California farm crop income, being supported by good 
prices for normal crops, is now at the highest level in 
1l years, exceeding the 1937 peak by a moderate 
amount.” 
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Sales of Men's Shoes in Los Angeles Area Ahead 

of Last Year's Sales by Substantial Margin— 

Increasing Demand for Quality Shoes Marks Men's 
Shoe Business in This Locality. 


by HARRY R. TERHUNE 


This foregoing report amply substantiates the sales 
gain claims confidentially made by reputable stores. Now 
lo see just what it is that the men in this section are 
buying so freely: ‘ 

Several typical trends were discovered in checking 
retailers. In clothing stores, such as Desmonds and 
Brooks, who do an important Army and Navy officer 
uniform. business, the shoe departments are doing a 
splendid volume in military and naval footwear for 
officers. 

Every store is doing a real business on plain toe pat- 
terns, all somewhat on the military theme. Then the 
buckle story varies quite a bit. Gude finds a falling off 
in buckle interest as does Robinson’s, while many more 
stores feel buckles are holding their own and in some 
cases, with Brooks especially, buckles are gaining 
strength. 

Boys going away to school and college were com- 
pletely fitted out as to their shoe needs. Sales of three, 
four and five pairs of shoes, with nearly every sale in- 
cluding the classic brown and white rubber sole shoe, 
were further complemented by slippers, a pair of shoes 
in the casual category and galoshes, if the boy was go- 
ing East to school. Robinson’s, Gude’s and Desmond’s 
in particular noted that younger men, college and busi- 
ness men alike, are much freer with their shoe budget 
money, in fact few quibble over a two-dollar jump in 
price grades. Gude’s finds five and six-dollar customers 
go to $6.85 without question, so the management is 
somewhat perturbed over their stock of excellent $5.00 
values. For the first time in years, the number one seller 
here is a shoe from the $12.50 price bracket, a fine, 
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Feature Shoe Business 


[CONTINUED FROM PAGE 16] 


A facsimile of a bank check imprint- 
ed with Stewart’s Shoe Store, where 
the bank name normally appears, makes 
a good impression. This check states in 
the lower left hand corner that it is 
good for the amount shown toward the 
purchase of shoes. A space is provided 
that limits the time for its use. The 
check is filled out with the recipient’s 
name—usually a name from the inac- 
tive list—and the amount, usually a 
dollar, and is signed. A short message 
is stapled to the check. If it is an in- 
active customer, it expresses regret 
about the inactivity and suggests he 
use the check on some of the new 
models. 

Another use for the check is to give 
credit to a booster who sends a cus- 
tomer to the store. As explained by 
G. B. Darroch, manager of the San 
Francisco store, “We give cards to any 
customer who is likely to send in people. 
That will introduce the prospect and 
also supply us with the name of the 
person recommending our shoes. If the 
person buys, we send the booster a 
merchandise check for a dollar.” 

Ninety days after purchase, each 
man customer receives a pair of laces 
correct for the type of shoe purchased. 
These laces are accompanied by a re- 
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quest that he report any dissatisfaction 
and informing him of the store’s desire 
that he be pleased with his purchase. 

Twice a year a Demonstration or 
Preview of the entire sample line is 
held. An announcement in the form 
of a postal card is sent to the entire 
customer list. This not only reminds 
them that the store is functioning, but 
results in the sale of many pairs from 
the factory in-stock department, styles 
which the store could not profitably 
carry. 

To illustrate how thoroughly Stew- 
art’s go over their lists, by direct mail, 
the complete list is covered six times 
a year; in addition, they reach special 
groups of customers from time to time. 

“Window displays are of the utmost 
concern with us,” declared Iral I. Stew- 
art. This he amplified by stating: 

“We feel that our show windows are 
one of our most important sources of 
new business. Since our business is 
foot comfort we endeavor never to lose 
sight of this fact, even though our 
windows are trimmed in the modern 
manner. Here is a description of what 
we do in feature trims. 

“The ‘Scout,’ a low heel shoe, we usu- 
ally carry five or six ways. We build 
a display in the center of one of our 
windows playing up the features, size 
ranges, giving emphasis to the size 
range by displaying the smallest and 
largest sizes together. 

“A Posture trim—using as the main 
theme ‘the danger in high heels’ chart 
shown in the picture described as ‘In- 
terior with chart.’ This is supplemented 
with posters stressing the value of good 
posture to health, also offering a free 
orthograph. This display always at- 
tracts favorable attention. 

“The ‘Aberdeen’ display that features 
a plain toe unlined man’s shoe. A large 
poster gives the name, the leather, and 
information about comfort features. 
Shoes are arranged with arrows point- 
ing to the particular features. This 
shoe has brought more direct requests 
from the window than any other man’s 
shoe we carry. 

“All our men’s shoes have price tick- 
ets that state the name of the model 
and the price. It is our experience that 
men like to see the price and be able 
to specify their desire easily. 

“We try to have a particular style or 
type of shoe, or a feature as part of 
each display. It attracts attention and 
it keeps the windows from being mo- 
notonous to the people who pass them 
often. To the occasional shopper it 
gives our store character and identifies 
its shartly styled but comfortable foot- 
wear. We also use a circular or book- 
let in connection with these feature dis- 
plays. 

Interior Display 

“It is our experience that shoes at- 
tractively displayed aid in selling extra 
pairs. We make use of shadow boxes 
and display cases to create a desire for 
the new models. 
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DO YOU 
WANT TO MAKE 
MORE MONEY? 


Of course you do. It’s the natu- 
ral thing. It goes hand in hand 
with making good and being on 
top of the world. 


Men who have worked hard for 
years, never receiving much for 
their efforts, are attaining suc- 
cess and happiness through the 
Health Spot Shoe Shop plan. 


Given an opportunity to more or 
less work for themselves, these 
men are earning more than they 
ever earned before. 


Their past experience, coupled 
with their natural selling abil- 
ity, enables them to do an out- 
standing job of building up the 
store’s volume and thus increas- 
ing their own earnings. 


Proof of the merit of this 
plan is the success story of 
Mr. Crawford. 


MR. B. A. CRAWFORD 
MANAGER 
HEALTH SPOT SHOE STORE 
147 S. E. FIRST ST. 
MIAMI 


This store is showing a con- 
sistent gain in volume and 
Mr. Crawford has a good in- 
come (based on a regular salary 
and a liberal share of the 
profits). 


MEN WANTED 


Send for an application blank 
today if you are interested in 
this profit-sharing plan. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











Today's modes, light, smart, and trim on the foot 


— flexible and comfortable as well. 


Made The Dependable Way with UNISHANK 
INSOLES, rigid heel and shank support is com- 


UNISHANK 


bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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$5,000,000 Order for New Army Shoes 





Contracts Awarded for 1,250,000 Pairs Representing 25 Per 
Cent Increase Over Original Bid Invitation—Addi- 
tional Order for 443,250 Pairs Also Placed 


Boston, Mass.—The United States 
Army has placed orders for more than 
$5,000,000 worth of the new-type gar- 
rison oxford recently adopted and pic- 
tured in Boot AND SHOE RECORDER, is- 
sue of August 30. The total pairage 
involved, approximately 1,700,000, is 
made up of two lots—the first, about 
1,250,000 pairs, contracts for which 
have been awarded as the result of 
open competitive bidding at the Boston 
Army Base on September 8; the sec- 
ond, 443,250 pairs, contracted for by 
the negotiated contract method subse- 
quent to the open bidding and con- 
ducted, it is said, by the Purchasing 
Division of the Office of Production 
Management in Washington. 

Prices at which the larger lot was 

contracted for ranged from $2.89 to 
$3.25. Original bid invitations called 
for only 1,000,008 pairs but the Army 
exercised its right to increase bid quan- 
tities by 25 per cent. The second, and 
smaller lot, bought by negotiation, went 
for a flat price of $3.15 per pair, it has 
become known here. 
_ The names of the companies receiv- 
ing contracts for the smaller lot have 
not yet been announced. Successful 
bidders for the larger lot, however, are 
as follows: 

Hill Bros. Co., Hudson, Mass., 31,250 
pairs at $2.89 per pair. R. P. Hazzard 
Co., Augusta, Me., 33,750 at $2.95. Con- 
rad Shoe Co., N. Abington, Mass., 
31,250 at $2.98 and 31,250 at $3.15. 
Hanover Shoe Co., Hanover, Pa., 31,250 
at $3.01. International Shoe Co., St. 
Louis, 125,000 at $3.04. Daly Bros. 
Shoe Co., Boston, 75,000 at $3.04. 
Farmington Shoe Mfg. Co., Dover, 
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N. H., 31,250 at $3.08. Brown Shoe Co., 
St. Louis, 31,250 at $3.09. General Shoe 
Corporation, Nashville, Tenn., 31,250 
at $3.11. Charles A. Eaton Co., Brock- 
ton, Mass., 31,250 at $3.115. Cannon 
Shoe Co., McSherrystown, Pa., 31,250 
at $3.12 and 31,250 at $3.22. Leonard 
& Barrows Shoe Co., Middleboro, Mass., 
45,000 at $3.14. Gardiner Shoe Co., 
Gardiner, Me., 37,500 at $3.16. J. Landis 
Shoe Co., Palmyra, Pa., 31,250 at $3.18. 
62,500 at $3.18. GilAsh Shoe Co., Fitch- 
Mass., 45,300 at $3.185..~G. P. Crafts 
Co., Manchester, N. H., 31,250 at $3.19. 
Old Colony Shoe Co., Brockton, Mass., 
31,250 at $3.20. John Foote Shoe Co., 
Worcester, Mass., 31,250 at $3.21. E. J. 
Givren Shoe Co., Rockland, Mass., 31,- 
250 at $3.215. Perry-Norvell Co., Hunt- 
ington, W. Va., 31,250 at $3.22. A 
Freedman & Sons, Inc., New Bedford, 
Mass., 50,000 at $3.225. Endicott-John- 
son Corporation, Endicott, N. Y., 75,000 
at $3.225. William Brooks Shoe Co., 
Nelsonville, Ohio, 31,250 at $3.24. M. A. 
Packard Co., Brockton, Mass., 45,000 at 
$3.24. Doyle Shoe Co., Brockton, Mass., 
31,250 at $3.24. Commonwealth Shoe & 
Leather Co., 31,250 at $3.248. Mid- 
States Shoe Co., Milwaukee, 50,000 at 
$3.25. Albert H. Weinbrenner Co., Mil- 
waukee, 50,000 at $3.25. 

Other footwear awards have been an- 
nounced at the Army Base as follows: 

All-rubber arctics—Goodyear Rubber 
Co., Middletown, Conn., 5016 pairs at 
$2.20. Goodyear Footwear Corporation, 
Providence, R. I., 5000 at $2.21. Hood 
Rubber Co., Watertown, Mass., 12,000 
at $2.22. Endicott-Johnson Corpora- 
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March 23-24 Dates for 
Next Leather Show 


New York—March 23 and 24, 1942, 
have been selected by the Tanners’ 
Council of America and the National 
Shoe Retailers’ Association for the next 
Leather Show and Style Conference. 
The Waldorf-Astoria, New York, will 
be the headquarters for these two trade 
events which have become an estab- 
lished institution in the leather and 
shoe industries. 

Attendance of members of the trade 
at the Waldorf on September 15-16, 
last, indicated that there was no lessen- 
ing of interest in these affairs. A can- 
vass made of exhibitors at the Leather 
Show resulted in an overwhelming 
majority of tanners in favor of con- 
tinuing the shows and expressions from 
a number of shoe manufacturers and 
retailers were emphatically in favor of 
holding the shows and style confer- 
ences even though unusual conditions 
are prevailing at the present time. It 
was felt that these joint functions did 
not represent a promotional program 
inconsistent with national defense. On 
the contrary, the show and conference 
were regarded as a valuable means of 
coordinating style and color trends in 
the leather and related industries. 


Canadian Leather 
Stocks Lower 


MONTREAL, CANADA—The Dominion 
Bureau of Statistics reported recently 
that stocks of raw cattle hides held by 
tanners, packers and dealers in Canada 
totaled 387,455 at the end of July 
compared with 591,911 last year. 

Calf and kip skins on hand totaled 
586,875 compared with 644,661; goat 
and kid skins 106,588, compared with 
4190, and horse hides 14,122, compared 
with 15,842. There were 54,124 dozen 
sheep and lamb skins in store compared 
with 45,170 dozen a year ago. 
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DREW 


“scurrae ore reer) Shoes have Scuffless Heels 


When shoes are built for quality perform- 
ance, you almost always find they’re made 
with Scuffess “Pyraheel” plastic heel cov- 
ering. In the case of the Drew shoe pic- 
tured, “Pyraheel” in patent effect is both 
a style feature and a protection against 
dents, peeling, scuffs, cracks, or stain. Be 
sure to speak of “Pyraheel” for lasting 
good looks when you sell specialized lasts. 
You'll close more sales—more quickly! 


pop Poff 


E. |. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 








REG. U.S. PAT. OFF. 
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Krupp & Tuffly “Stays Young” 


nial 


pipitiptiais: 


Krupp & Tuffy, Inc., remodeled second floor looking from the back of the store 


toward the elevators. 


The women's sports wear department and the accessory 


department is shown in the background. 


Houston, Texas—Krupp & Tuffly, 
Inc., recently completed the remodeling 
of their second floor, the redecoration 
and remodeling requiring several weeks 
to complete. The work included stream- 
lining of the curtained walls, installa- 
tion of fluorescent lighting on walls and 
ceiling, thereby providing more natural 
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light for the convenience of shoppers. 
New carpets and upholstery and more 
space by the removal of miniature 
showcases about the columns were in- 
cluded in the remodeling program. 
The lighting intensity of the store is 
now four times greater than before, 
Michael Murphy, executive and adver- 


tising manager for the store said. The 
decorative color scheme was centered 
around beige, rose and silver. The see- 
ond floor, which is one of the largest 
women’s shoe selling floors in the South, 
has a line of thousands of shoes from 
which toc select. These are the betier 
shoes. 

In the front end of the store the wo- 
men’s sports wear department is housed 
which carries coats, suits, dresses, 
sweaters, skirts and blouses. Another 
section in that end of the store is de- 
voted to accessories, hosiery, bags and 
gloves. 

“Although our store is nearing the 
end of its fifty-ninth year of operation, 
we expect in the future as in the past 
to stay young in the sense of keeping 
abreast of the times so far as both 
merchandise and service is concerned,” 
Louis F. Tuffly, vice-president and 
manager, said. “The completion of our 
remodeling and redecoration program 
on the second floor is a part of that 
service.” 


Detroit Shoe Men Complete 
Plans for Annual Show 


Detroir, Micu.—Plans for the an- 
nual Michigan Shoe Fair, to be held 
at the Hotel Statler here, January 
11-12-13, have been completed by the 
committees, according to Sam Kane, 
publicity chairman. The event will be 
sponsored jointly by the Michigan Re- 
tail Shoe Dealers Association and the 
Michigan Shoe Travelers Club. 

The style show has been moved ahead 
to open the Fair on Sunday night. A 
luncheon will be held on Monday, and 
will, for the first time, be gratis to all 
exhibitors and retailers who register. 
A banquet will conclude the Fair on 
Tuesday evening. 

All exhibitors must have their res- 
ervations in by November 1, Mr. Kane 
said, as all remaining space will be 
thrown open at that time. 

Program and all convention publicity 
is being prepared in a three-color red, 
white and blue style, to furnish a 
timely patriotic keynote. 


M. J. Brossman Promoted 


St. Louris, Mo.—M. J. Brossman, who 
is the manager for the Arch-O-Graph 
department at Famous Barr Co., here, 
has recently been given the distributor- 
ship for the state of Missouri and the 
southern territory of Illinois. 

His resignation at Famous Barr 
takes effect on October 1 at which time 
he will be covering the above territory 
for the Arch-O-Graph Co. 


Cushman on Road 
For Brown Division 


Cuicaco, Intt.—R, D. Cushman is now 
being welcomed by retailers in Indiana 
and Michigan as the new specialty man 
for the Air Step division of the Brown 
Shoe Co. Mr. Cushman formerly 
traveled in Michigan, Illinois and Wis- 
consin for Moulton-Bartley, Inc. 
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[CONTINUED FROM PAGE 15] 


EVEN as some economy proponents were pointing to 
the Byrd amendment as at least a start toward affecting 
economies, they found no solace in the election of Repre- 
sentative Clarence Cannon, Democrat of Missouri, as 
chairman of the House Appropriations Committee. 

A Missouri lawyer and parliamentary authority, 
Representative Cannon has a reputation in Washing- 
ton for favoring huge governmental expenditures for 
relicf, farm aid and other New Deal projects. 


(UITING down on non-defense spending will continue 
to be discussed but don’t look for anything concrete to 
be done about it. There is little likelihood that econ- 
omies will be effected along non-defense lines when the 
average politico regards the defense program as a 


gigantic pork barrel. 
= * = 


ARMY and Navy procurement policies have been re- 
laxed in recent weeks as a result of pressure from OPM. 
Key officials in both departments agreed to negotiate 
contracts at prices up to 15 per. cent above current 
quotations as a means of spreading defense work and 
keeping small plants operating. At the same time, pur- 
chasing officials planned to eliminate when necessary 
the requirement of performance bonds when accepting 
government contracts. 


* oe * 


GOVERNMENT shoe purchases are currently running 
at the rate of 1,750,000 pairs a month. Current output 
of Army and Navy shoes is considerably under that fig- 
ure but purchases are being stepped up due to exten- 
sion of the draft period. The Navy buys 100,000 to 
(20,000 pairs a month, the Army takes the remainder. 
Army purchases include 1,000,000 pairs of regular ser- 
vice shoes, 400,000 oxfords and smaller quantities of 
special types for ski troops, tank corps and other units. 

In addition to the four or five pairs of shoes per sol- 
dier actually required annually, provision was made un- 
der a special appropriation earlier this year for a stock 
pile of some three million pairs of service shoes. 

An OPM-industry sub-committee has an eagle eye fo- 
cused on the one possible trouble spot for shoe produc- 
tion—hide supply. Should increased military activity in 
Africa cut off or interrupt the South American supply 
of hides, officials concede that the shoe industry would 
have to take steps. They are seeking to minimize fears, 
insist there are no indications that hide shipments will 
Le curtailéd, but the subcommittee nevertheless is dis- 
cussing ways and means for building up a hide stock 
pile if necessary. 

> am * 


OF course, the need for a stock pile becomes more acute 
if and when the industry starts to supply England with 
shoes under the lend-lease act. 
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Two of over 100 Smart 
In-stock Styles 


MEET THE SHOES 
) THAT 
> MAKE NEWS! 


These two handsome Wright Arch Preserver Shoe 
styles are racing neck- and-neck toward 
top flight popularity with the active 
men of America this fall. 

Favorites in every season, Wright Arch Preserver 
Shoes stay on top because they give 
active men what they want: style 
plus truly superb foot com- fort. Every 
pair has four-feature comfort built right in so that it 
will not disturb the appealing, smooth-flowing lines 
of these smart shoes. 

They are advertised consistently in impor- 

tant national publications such as ESQUIRE, 

TIME, FORTUNE in a campaign aimed at 

the active men in your territory. 

Some franchises still avail- 
able. Write for informa- 
tion to E. T. Wright & 
Co., Inc., Dept. BS 8, 
Rockland, Mass. 2. Metatarsal 


Raise 


3. Flat 
Forepart 


4. Correct 
Arch 


WRIGHT Pie 


Arch Preserver Shoes 


FOR ACTIVE MEN 





4 HIDDEN 
COMFORT 
FEATURES 


1. Patented 
Shank 
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Newflex does not eurl or crack, 
Never a pair will you get back. 





MEWFLER PIGSKIN 


NTERS VELTING 
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Custom Built Shoes 


6 6 Ee 


MUTESMOE 


SHOES FOR SHORTER MEN 
MAKES THEM 
OVER ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 


TO RETAIL PROFITABLY AT 
$12.50 UP 





Benched by O. T. Cole 
COLE ROOD & HAAN CO. 


Leading Men’s Lines to Be 
Shown at Boston Fair 


Boston, Mass.— More than fifty 
men’s lines, including those of many of 
the leading manufacturers in the 
United States, are to be on exhibit at 
the Boston Shoe Fair, to be held here 
December 1 to 4, according to H. O. 
Rondeau, chairman of the fair commit- 
tee. As of Sept. 20, a total of 275 
manufacturers of all types of footwear 
had reserved 425 sample rooms in the 
two official hotels—Parker House and 
Hotel Statler. 

“The Boston Shoe Fair,” it is an- 
nounced, “is conducted under the of- 
ficial auspices of the New England 
Shoe and Leather Association, which 
has been operating a shoe show in Bos- 
ton for 22 consecutive years. This next 
Boston Fair will be a very important 
industry-wide volume show. The deci- 
sion to conduct this show during the 
first week of December was made large- 
ly as a result of the demands of manu- 
facturers and buyers of shoes for the 
volume trade—chain, mail order and 
large department stores—who claimed 
that the first week in December was 
the right time to sell—-or buy—shoes 
for the Spring season.” 
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Indiana Travelers Set Dates 
For Annual Meeting 


INDIANAPOLIS, IND.—The Indiana 
Shoe Travelers’ Association at their 
first Fall luncheon meeting Sept. 13, 
held in the Hotel Washington, decided 
to hold their annual meeting and Shoe 
Buyers’ Week, Nov. 30 and Dec. 1 in 
the Claypool Hotel. The new dates will 
be about six weeks earlier it was 
pointed out, in order to meet the un- 
usual conditions now confronting the 
shoe manufacturer, and to insure pro- 
duction and avoid tardy deliveries. 

Ralph A. Baker, president, appointed 
Frank M. Brown and R. Grosskopf as 
convention managers. Other committees 
will be named later. 

The matter of buying merchandise, 
especially footwear, at cost was brought 
up for discussion and after some 
lengthy arguments it was decided that 
the body go on record as discouraging 
the much abused privilege which is 
unfair to the shoe retailer and deprives 
him of his legitimate profit and de- 
stroys the entire price structure. The 
matter of buying merchandise at cost, 
it was pointed out, is being discouraged 
in all other lines of business and many 
wholesalers here refuse to sell mer- 
chandise direct to the consumer. Mem- 
bers of the Indiana group will adhere 
to the new order and discourage direct 
selling wherever it is possible in order 
to cooperate with the legitimate retailer 
so that he will get his just and fair 
share of the retail shoe business at a 
fair profit. 


50 YEARS suPREMAC 
for QUALITY 


“WREN’S” —for years the well-dressed 
Englishman's favourite Shoe Polish, nov 
makes its bow to the American Public, Its 
intense brilliance and unique leather pre- 
serving and waterproofing properties set « 
new standard in the polishing and care of 
Shoes, and the appointed Wholesale Dis- 
tributors are proud to be concerned in the 
introduction of such a fine Product. 

For full particulars write to: 
WEST COAST: The Macpherson Leather Co., 250 & 
ing Street, Los Angeles, California. 
MIDDLE WEST: Mandus Nelson & Co., 223-225 Wee 
Lake Street, Chicago, Ill. 
NEW YORK CITY and environs 
The Majestic Leather Co., 308 Bowery, New York. 








Style for the ——— Child Discussed 


Children’s Shoe Style Committee Considers Possibility of 
Carrying Style into Smaller Size Ranges—Moccasin 
Cited Important Shoe in All Sizes 


New York—The question of style 
for the younger child came in for much 
discussion at a most interesting meet- 
ing of the Children’s Shoe Style Com- 
mittee at the semi-annual Style Con- 
ference, held under the sponsorship of 
the National Shoe Retailers’ Associa- 
tion, on Tuesday morning, Sept. 16. 
The meeting was headed by George 
N. Geuting, of the A. H. Geuting Com- 
pany, Philadelphia, Pa., chairman of 
the children’s committee. 

Miss Ruth Kerr, style analyst of the 
Calf Tanners’ Association, took the 
younger child as her main considera- 
tion in the talk which she gave at this 
meeting. She outlined the basic shoes 
which make up the bulk of the chil- 
dren’s business, and mentioned the 
leathers and colors in which they may 


be expected to sell best. 


First of these basic shoes, she said, 
is the saddle. The Spring of 1942, 
however, may expect to see the saddle 
in a new version; cream elk is expected 
to be the follow-up on the classic white, 
since the bleaching agents necessary in 
the tanning of white leather are on 


priorities list and are not available. 

The blucher, the second basic type, 
reflects the military influence when it 
appears in plain toe models. Some of 
these have little mudguards running 
around the shoe; others have novelty 
weltings, eyelets, etc. In discussing this 
type, Miss Kerr stressed the impor- 
tance of the baby toe in children’s 
shoes, and mentioned the new garrison 
oxford for soldiers which may be 
adapted for children’s shoes in a very 
broad toe version with a slight raise 
in the front. 

The Norwegian moccasin, another 
basic type, is still good in the classic 
version. It did not sell this past season, 
Miss Kerr stated, because manufactur- 
ers tried to change the classic lines of 
the shoe; they put it on a higher heel 
than it could carry; they took away the 
handsewn look when they changed the 
strap across the front and the back 
seam. The shoe should be a good seller 
for Spring in cream elk, in red, an- 
tiqued tan, in blue. 

Another basic type is the blucher ox- 
ford with a moccasin line, Miss Kerr 
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numerated. This shoe, selling for- 
merely in two tones of tan, will be par- 
ticularly =e in cream with tan and 
cream with brown. 

And, discussing dressy shoes, Miss 
Kerr mentioned straps as more impor- 
tant than they have been for years, 
hoecause of the revival of the Grecian 
sandal idea in women’s shoes. These 

may be very closed, or very open types. 

Miss Kerr also discussed colors and 
i-athers for Spring and Summer, 1942. 
ln the elk finishes, she said, a bright 
.ed, a bright navy blue and cream were 
expected to be good, the last in splits 
nd suede as well. The classic tan 
Turftan) and American Saddle should 
e good in antiqued or natural versions. 
Golden Tobacco, promoted this past 
eason as Sam Browne, should carry 
ver into shoes for both girls and boys, 
ince it is the same shade as the official 
rmy russet. Garrison tan, appearing 
first in men’s shoes, should also carry 
over into shoes for boys. Black is not 
important for Spring in children’s 
shoes, except in dressy types. 

There is a revived interest in splits 
and seuffed leathers, Miss Kerr con- 
tinued, especially for soft shoes 
trimmed with contrasting bindings; elk 
finishes, crushed and boarded, are also 
receiving considerable interest. Pol- 
ished leathers, antiqued leathers and 
those treated with bootmaker finish 
should continue in popularity. There 
is less interest in novelty grains such 
as alligator for children’s shoes, she 
said, but there is a greater interest in 
pig grains, especially for trim on girls’ 
shoes. 

Mrs. Matilda Taylor, editor of the 
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healthful “breathing” qualities. And 
_ besides being so gentle with my. 
feet, its plenty good-looking 


children’s wear department of Women’s 
Wear Daily, also spoke at the meeting. 
She stressed the idea of a shoe ward- 
robe, and illustrated her talk with 
young models wearing the types of 
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‘teen-age clothes which may be expected 
to be popular next Spring. Among the 
trends she mentioned were plaids and 
prints with white grounds; checks 
(especially pin checks) ; the peasant in- 
fluence; pastel shades. 

Mrs. Taylor brought the attention of 
the meeting to the espadrille, which, she 
stated, has left the beaches and is ap- 
pearing everywhere as a casual shoe 
for girls. It may be had in rubber sole 
versions, with leather soles, or with 
rope soles, and is available in a wide 
variety of prints and novelty colors. 
She mentioned also the importance of 
the Norwegian moccasin in this con- 
nection, and for genera! wear, stating 
that this type in red would be particu- 
larly good for Spring. 

Among the other shoe treatments 
mentioned by Mrs. Taylor were: sole 
accents such as the square sole com- 
bined with a rounded or snub toe, and 
colored soles, particularly on saddle ox- 
fords; colored lacings; sabot strap 
casuals; nailhead studding; decorated 
shoes such as the beaded moccasin, ap- 
pliqued designs, etc.; large perfora- 
tions; platform soles. 

An animated discussion followed the 
talks of Mrs. Taylor and Miss Kerr. 
The question was raised as to the pro- 
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ann R. EVANS & CO., CAMDEN, N. J. 


portion of children’s shoes sold in the 
size range over 3 and the percentage 
sold in the range up to size 3. The for- 
mer was given as 20 per cent, and the 
latter as 80 per cent, and it was 
stressed that it is in the 20 per cent 
sales group that the danger to the re- 
tailer lies. Here it is that he must be 
most careful in his choice of styles, 
since this is the "teen age size range. 

How many of the ‘teen age styles 
(growing girls’ shoes) can be carried 
down into the misses’ range was dis- 
cussed, and it was concluded that about 
20 per cent would be applicable, but 
would not be suitable for size ranges 
under that of misses’ shoes. Miss Kerr 


made the interesting observation that 
the increase in popularity of 10/8 and 
12/8 heels in women’s shoes might 
make it necessary to increase the size 
range on the 8/8 heel height for misses’ 
up to size 5. 

Mr. Geuting repeated a point which 
he had made at the beginning of the 
meeting—namely the importance of 
prompt deliveries in the present scheme 
of things, and ventured the hope that 
retailers would place their orders well 
in advance, and that there would be 
general cooperation throughout the in- 
dustry in this period of national emer- 
gency. 
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STEEL TOE 
SAFETY SHOES 
and 


POPULAR PRICED 
WORK SHOES 


Carried in Stock 

GOODWILL SHOE 
COMPANY 

Holliston, Massachusetts 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 


Men's Women’s 
Bal 
$2.85 


Ne. 248 
BROOKS SHOE MFG. Co. 
Seth & Market Sts.. Philadelphia 








D. L. Shoemaker to Join 
Kleinert Shoe Division 


New York—David L. Shoemaker, 
buyer for casual shoes, slippers and 
rubber footwear at R. H. Macy & Co., 
this city, will leave October 15 to fill his 
new position in the shoe division of the 
I. B. Kleinert Rubber Company, where 
he will assist George K. Guinzburg, 
vice-president. 

For the past 12 years, Mr. Shoe- 
maker has been employed at Macy’s in 
their footwear division, one of the larg- 
est of its kind in the country. Mr. 
Shoemaker’s new appointment was 
made due to the rapidly increasing bus- 
iness in the Kleinert shoe division. 


Buffalo Retailers Hold 
First Meeting of Fall 


BUFFALO, N. Y.—The first Fall meet- 
ing of the Greater Buffalo Shoe Re- 
tailers Association and Affiliated Shoe 
Trades was held recently at MacDoels. 
A preview of the motion pictures taken 
of the Summer outing were shown. 
Several new members were admitted to 
membership. 

The association will sponsor a two- 
day shoe show at Hotel Statler on 
January 18 and 19. At the close of the 
show on Monday evening, January 19, 
they will hold their annual get-ac- 
quainted night dinner at MacDoels, 600 
Main St. New officers and directors for 
1942 will be installed at that time. 
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Appointment of Representatives for Retailers, Manufacturers 
and Other Trade Divisions Announced in Washington 


WASHINGTON, D. C.—The Bureau of 
Clearance of Defense Industry Advisory 
Committees has announced the appoint- 
ment of nine subcommittees for the De- 
fense Industry Advisory Committee on 
Shoes, Leather Products, Hides, Skins 
and Leather. 

Members of the subcommittees were 
selected by Harold Florsheim and Major 
J. W. Byron, Government Presiding 
Officers, from nominations made by 
members of the Steering Committee of 
the Defense Industry Advisory Com- 
mittee at a meeting on Aug. 22. 

SHOE MANUFACTURERS’ SUB- 
COMMITTEE: J. F. McElwain, J. F. 
McElwain Co., Boston; F. J. O’Don- 
nell, Joseph M. Herman Co., Millis, 
Mass.; H. L. Nunn, Nunn-Bush Co., 
Milwaukee; Frank Weyenberg, Weyen- 
berg Shoe Mfg. Co., Milwaukee; Charles 
E. Allen, Allen-Squire Co., Spencer, 
Mass.; L. B. Sheppard, Hanover Shoe 
Co., Ine., Hanover, Pa.; Fred Emerson, 
Dunn & McCarthy, Inc., Auburn, N. Y.; 
Roger Selby, Selby Shoe Co., Ports- 
mouth, Ohio; H. O. Rondeau, H. O. 
Rondeau Shoe Co., Farmington, N. H.; 
L. V. Hershey, Hagerstown Shoe & Leg- 
ging Co., Hagerstown, Md.; Chas. F. 
Johnson, Endicott-Johnson Corp., Endi- 
cott, N. Y.; John Bush, Brown Shoe Co., 
St. Louis; Maxey Jarman, General Shoe 
Corp., Nashville, Tenn.; Byron A. Gray, 
International Shoe Co., St. Louis. 

RETAILERS’ SUBCOMMITTEE: 
Owen W. Metzger, Wetherhoid & Metz- 
ger, Allentown, Pa.; John C. Talbot, 
J. C. Penney Co., New York; Marcus 
Rice, May Dept. Store, St. Louis; L. F. 
Tuffy, Krupp & Tuffly, Houston, Tex.; 
David S. Hirschler, Hofheimer’s, Inc., 
Norfolk, Va.; A. W. Fish, William 
Filene’s Sons Co., Boston; F. J. Schell, 
Sears, Roebuck & Co., Chicago, IIL; 
Max Friedman, A. S. Beck Shoe Corp., 
New York; Ward Melville, Melville 
Shoe Corp., New York; A. H. Billet, 
Rival Shoe Co., New York; Oscar 
Thompson, Thompson, Boland & ‘Lee, 
Inc., Atlanta. 

LAST MANUFACTURERS’ SUB- 
COMMITTEE: Harry Darragh, Vul- 
ean Corp., Portsmouth, Ohio; George 
Stevens, Lynn Last Co., Lynn, Mass.; 
Joseph W. Holmes, United Last Co., 
Boston; Chas. W. Marcille, Western 
Last Co., St. Louis. 

RUBBER FOOTWEAR AND RUB- 
BER MATERIALS FOR SHOES SUB- 
COMMITTEE: H. 8S. Marlor, United 
States Rubber Co., New York; C. L. 
Muench, Hood Rubber Co., Watertown, 
Mass.; C. H. Baker, Goodyear Foot- 
wear Corp., Providence; H. S. Post, 
Goodyear Tire & Rubber Co., Akron, 
Ohio; M. Bernstein, Panther-Panco Co., 
Chelsea, Mass. 

TANNERS’ SUPPLIES TECHNI- 
CAL SUBCOMMITTEE: Dr. Fred 
O’Flaherty, Tanner’s Research Labora- 


tory, University of Cincinnati, Cincin- 
nati; G. W. Schultz, Proctor Ellison Co., 
Elkand, Pa.; Adolph Schubert, B. D. 
Eisendrath Tanning Co., Racine, Wis. 

UPPER LEATHER SUBCOMMIT- 
TEE: VY. G. Lumbard, Ohio Leather 
Co., Girard, Ohio; Carl F. Danner, 
American Hide & Leather Co., Boston; 
Edwin A. Gallun, A. F. Gallun & Sons 
Corp., Milwaukee; Wm. B. Eisendrath, 
Monarch Leather Co., Chicago; D. §. 
Stauffer, International Shoe Co., St. 
Louis; W. E. Thorpe, Paris Tanning 
Co., Ine., South Paris, Me.; Ralph L. 
Pope, Northwestern Leather Co. Trust, 
Waukegan, Ili.; Harold Connett, Sur- 
pass Leather Co., Philadelphia; H. N. 
Goodspeed, A. C. Lawrence Leather Co., 
Peabody, Mass.; Myron Laskin, J. 
Laskin & Sons, Inc., Milwaukee; Kurt 
C. Friend, J. Greenebaum Tanning Co., 
Chicago; H. Hill, Ashtabula Hide & 
Leather Co., Ashtabula, Ohio; Michael 
F. McGrath, Dudley Leather Co., Lynn, 
Mass. 

TECHNICAL SHOE SUBCOMMIT- 
TEE ON SPECIFICATIONS: Seward 
M. Paterson, J. F. McElwain Co., 
Nashua, N. H.; J. E. Quinn, Interna- 
tional Shoe Co., St. Louis; F. J. O’Don- 
nell, Joseph M. Herman Shoe Co., Mil- 
lis, Mass.; C. Chester Eaton, Chas. A. 
Eaton Co., Brockton, Mass. 

HIDE AND SKIN SUBCOMMIT- 
TEE: P. C. Smith, Swift & Co., Chi- 
cago; G. D. Fitch, Wilson & Co., Chi- 
cago; George Stark, Stark & Wetzel, 
Indianapolis; Lee Jackson, Springfield 
Pkg. Co., Springfield, Mo.; Newton Bis- 
singer, Bissinger & Co., San Francisco; 
A. L. Webster, A. L. Webster & Co., 
Chicago; E. L. McKendrew, Armand 
Schmoll, Inc., New York; Milton Kat- 
zenberg, Jacob Stern Co., Philadelphia; 
Walter Stern, H. Elkan & Co., Chicago; 
Owen Howe, Sands & Leckie, Boston. 

SOLE LEATHER SUBCOMMIT- 
TEE: A. M. Peirce, Leas & McVitty, 
Inc., Philadelphia; E. W. Pervere, 
Howes Bros. Co., Boston; J. Silverstein, 
Toxaway Tanning Co., Rosman, N. C.; 
R. Comloquoy, Pine Grove Tanning Co., 
Philadelphia; Allen Bennett, Graton & 
Knight Co., Worcester; Ray Laub, 
George Laub’s Sons, Buffalo; Henry 
Boyd, Armour Leather Co., Chicago; 
H. Fitzgibbons, E. P. Fitzgibbons Co., 
Whitman, Mass.; Saul Bloom, S. H. 
Frank & Co., San Francisco. 


Heckinger Store in 
New Quarters 


HUNTINGTON Park, CALIF. — Heck- 
inger Shoes has opened in their new 
location at 7015 Pacific Boulevard. In 
addition to shoes, a hosiery department 
is featured. The store was formerly 
known as the Osborne-Heckinger Co. 
and was at 6603 Pacific Boulevard. 
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Alexander Appointed Buyer 
Of Quality Shoes 


Los ANGELES, CALIF.—Foliowing the 
y-signation of E. Dudman as shoe salon 
buyer at the Bullock-Wilshire store, 
tobert O. Alexander has been ap- 
pointed as buyer. Mr. Alexander has 
en third floor Collegian Shoe Shop 

uyer at Bullock-Wilshire for the past 
ght years and has made an excellent 
reputation as merchandiser and fashion 
selector, so his advancement comes as 
a result of this fine record. His assis- 
tant in the Shoe Salon will be C. R. 
Spoonenberg, who has been on the floor 
ere for a long period. 

Third floor shoe buyer is Philip Ben- 

rson, who has been on the floor here 
or the past six years. 

Price lines in the shoe salon will be 

confined to these price brackets, $12.95, 
$14. 95, $16.95 and $18.95 with the ac- 
cent being made on the three lower- 
priced groups. All shoes will be mer- 
chandised under the Bullock-Wilshire 
name, 

A consistent increase has been shown 
by this department, with every indica- 
tion of nice business in the immediate 
offing, is Mr. Alexander’s conviction. 


Big Shoe Shipment 
To England 


Boston, Mass.—The “Aid Britain 
With Shoes” Committee which is spon- 
sored by the New England Shoe and 
Leather Association has already 
shipped almost 12,500 pairs of men’s, 
women’s and children’s shoes and rub- 
bers from the cash shoe contributions 
which have been received in the past 
several months from New England 
firms in the shoe, leather and allied 
trades. Cash contributions received to 
date total almost $1500, representing, 
with merchandise contributions, 3500 
pairs of serviceable men’s and women’s 
shoes and over 7500 pairs of rubbers 
and overshoes for immediate shipment 
to England, it was stated by George A. 
Dempsey, chairman, in a final review 
of the activities of this committee. 


Called to Duty 


MIAMI, FLA.—Sam H. Bailey, asso- 
ciated with his father in the Sam Bailey 
Bootshop, 304 E. Flagler Street, has 
been called to active duty at Camp 
Jackson, S. C. Bailey, who holds a 
commission of second lieutenant, was 
president of his graduating class at 
Miami Senior High School and was se- 
lected the best drilled cadet out of 2,500 
in the R.O.T.C. unit at the University 
of Florida. 


Correction 


It was Arthur A. Mills (not Miller) 
who recently took over the job of man- 
ager of the basement shoe department 
of the E. W. Edwards’ Department 
Store, Syracuse, N. Y., as was an- 
nounced in the September 6 issue of 
Boot AND SHOE RECORDER. 
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Reflect 


BEAUTY 
LUXURY 
DELICACY 


Until you have used Fairy Forms in their beautiful 
pearlescent effects, you cannot appreciate the glamour and 
allure they add to shoe displays. The simplest as well as 
the most striking shoe styles take on a new richness and 
loveliness when formed with these dainty, colorful forms. 


Fairy Forms are recognized for their perfect forming 
and accurate presentation of style lines, but now in their 
exclusive display effects they offer a combination of display 
features that is obtainable only with Fairy Forms. 


Made of Fairylite, these forms are light in weight but 
sturdy and strong. They are resilient and washable and 
the pearlescent effect will not crack, chip or peel, because 
it is part of the material itself. 


The coming fall and winter seasons present the greatest 
sales opportunity in a decade. Get your share of these 
sales. Use Fairy Forms to attract the shoppers of your 
community to your store. 


Let us send you a copy of the beautiful 
new Fairy Form catalog. Write us today. 


SHOE FORM CO. Inc. Dept.8.S. AUBURN, N. Y. 
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ROBERTS-HART, INC. 
KEENE, WN. H. 
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Meet the feet and be good friends, 
See that their discomfort ends. 





PIGSHKIN 


NTERS - WELTING 
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Obituaries 


Charles A. Cross 


Boston, Mass. — Charles A. Cross, 
vice-president, corporation clerk and, 
with E. J. Bliss, co-founder of the 
Regal Shoe Co. in 1902, died suddenly 
September 20 at his home in Brookline, 
Mass., at the age of 74. 

Mr. Cross was born in Montpelier, 
Vt., where he received his early edu- 
cation but had been a resident of Great- 
er Boston since 1885, holding numerous 
responsible positions with the Boston 
Safe Deposit & Trust Co., until he 
formed a partnership with Mr. Bliss 
and entered the shoe business. 

During the World War he served 
with the First Motor Corps as a first 
lieutenant in the supply department. He 
also was a member of the First Corps 
Cadets of this city for almost twenty 
years, retiring with the rank of first 
lieutenant, and was a past vice-presi- 
dent and honorary member of the First 
Corps Cadet Veterans’ Association. 

Always interested in golf, Mr. Cross 
served as president of the Massachu- 
setts Golf Association in 1933 and 1934, 
and was a frequent player at the Coun- 
try Club, Brookline, and the Tedesco 
Club, Swampscott, Mass., in both of 
which he held memberships. Other 
clubs to which he belonged include the 
Boston Athletic Association, which he 
served as treasurer for ten years; the 
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Smart New Models for Fall 


A casual slipon, left, for Fall in rough-sueded leather with an alligator grain on 
calf insert. The soft toe construction with lacing giving adjustment to the vamp 
is an important developmert this season for casual shoes. A smart tailored slipon 


with popular moccasin effect vamp and colonial type buckle. 


Both from Coward. 





Boston Society, of which he was trea- 
surer at the time of his death; the Uni- 
corn Country Club, of which he was 
treasurer from 1923 to 1937; and the 
Algonquin Club. He was also a charter 
member of the Boston Chamber of Com- 
merce and a past vice-president of that 
organization’s Retail Trade Board. 
Fraternal affiliations included the Ma- 
sons, Knights Templar and Elks. 

Mr. Cross’ only immediate survivor 
is his widow, Mrs. Florence Clark 
Cross, whom he married in 1895. 


John J. Baird 


CoLuMBus, OHI0O—John J. Baird, 77, 


shoe merchant in Columbus for 50 
years and a president of the National 
Shoe Retailers Association, died re- 
cently after an eight-months’ illness. 

He was associated with A. E. Pitts 
in the shoe business for many years 
and following the death of the latter, 
became sole owner of the business. Sev- 
eral years ago he became associated 
with the John H. Pumphrey Co., at 
Columbus, and was in charge of the 
shce department there when he was 
taken ill. 

Until recently he was active in civic 
affairs and was affiliated with the 
Chamber of Commerce and the Volun- 
teers of America. His widow, Mrs. Har- 
riet Baird, and two brothers, Eben S. 
and Fred W. Baird, survive. 


T. Nelson Adams 


JOHNSON City, N. Y.—T. Nelson 
Adams, a salesman for the Endicott- 
Johnson Corporation for 37 years, died 
recently of a heart attack at his home, 
here. 

Born Dec. 


in Port Dickinson, 24, 


1879, Mr. Adams attended the local 
schools and then entered the Bingham- 
ton Central High School. After he left 
school, he became a salesman for Dixon 
Crucible Company in New York City. 
He joined the Endicott-Johnson organ- 
ization in 1904 and in 1914 he was 
transferred to Buffalo where he resided 
until he returned to Johnson City in 
1937. 

Mr. Adams was well known through- 
out the shoe trade, and was held in 
high esteem by his friends and custom- 
ers. 

His widow, Alma Johnson Adams, is 
a daughter of the Rev. Oscar E. John- 
son of Plymouth, a brother of George 
F. and C. Fred Johnson. Other sur- 
vivors include a son, Dr. Theodore N. 
Adams of Johnson City; a sister, Mrs. 
Sarah A. Walters of Binghamton, and 
a brother, Fred Adams of Hornell. 


John C. Moench 


Boston, Mass.—Funeral services for 
John C. Moench, well-known Boston 
shoe man, were held Wednesday, Sept. 
17, at his late home, 432 Waltham 
Street, West Newton, Mass. Mr. 
Moench, former president of the John 
C. Moench Shoe Co., a wholesale house 
with offices at 727 Atlantic Avenue, 
Boston, died following a heart attack 
at the Weston Golf Club on the preced- 
ing Sunday. 

Mr. Moench was born in Cattarau- 
gus, N. Y., was a graduate of Lehigh 
University in the class of 1918, and 
served as an intelligence officer of the 
United States Navy during the first 
World War. 

He is survived by his widow, Mrs. 
Margaret B. Moench, and by four chil- 
dren. 
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$5,000,000 Order for 
New Army Shoes 


[CONTINUED FROM PAGE 35] 


tion, Endicott, N. Y., 9000 at $2.25. 
Cambridge Rubber Co., Cambridge, 
Mass., 7200 at $2.275. United States 
Rubber, Naugatuck, Conn., 23,157 at 
$2.28. 

Leather logger boots—International 
Shoe Co., 20,000 pairs at $5.01 per pair. 


Prices Up on Service Shoes 


Analysis of the September 16 bid- 
ding on 1,000,008 pairs of army service 
shoes, reported on in Boot AND SHOE 
RECORDER, issue of Sept. 20, makes it 
apparent that the average asking price 
for the leather-soled shoes showed a 
much greater increase than in the case 
of the composition-soled footwear. 

Early last August, when contracts 
were awarded to make approximately 
250,000 pairs of shoes with leather 
soles, and 756,000 pairs of composition- 
soled shoes, the price range of the for- 
mer was from $3.35 to $3.45, as already 
noted. The average price, however, ob- 
tained by dividing total dollar volume 
by pairs, was $3.49 per pair. In the 
case of the Sept. 16 bidding, the aver- 
age price, obtained in the same way, by 
dividing doliar volume of shoes offered 
by the number of pairs offered—724,000 
—was $3.65, an increase of 16 cents per 
pair—a logical consequence, the local 
trade experts say, of the current short- 
ness in the supply of upper stock and 
some other materials 

In the case of the composition-soled 
shoes, the average price paid in August 
was $3.38 per pair as compared with 
an average asking price at the recent 
opening, when only 593,000 pairs were 
offered, of $3.48—an increase of ten 
cents per pair. 

The bidding (the words “leather” 
and “composition” referring to the sol- 
ing material) was as follows: 

J. F. McElwain Co., 36,000 pairs 
(leather) at $3.47. Endicott-Johnson 
Corporation, 37,000 (leather) at $3.54, 
or 37,000 (composition) at $3.39. 
Weyenberg Shoe Mfg. Co., 50,000 
(leather) at $3.55, or 50,000 (composi- 
tion) at $3.47. International Shoe Co., 
90,000 (leather) at $3.58, or 90,000 
(composition) at $3.46. Charles A. 
Eaton Co., 100,000 (composition) at 
$3.50. Hill Bros Co., 25,000 (leather) 
at $3.61, or 25,000 (composition) at 
$3.535. Ansin Shoe Mfg. Co., 30,000 
(leather) at $3.625. Belleville Shoe 
Mfg. Co., 25,000 (leather) at $3.625. 
General Shoe Corporation, 40,000 
(leather) at $3.63. Holland-Racine 
Shoes, Inc., 30,000 (leather) at $3.65, 
or 30,000 (composition) at $3.46. Crad- 
dock-Ferry Shoe Corporation, 25,000 
(leather) at $3.67, or 25,000 (composi- 
tion) at $3.54. Joseph M. Herman Shoe 
Co., 50,000. (leather) at $3.69. Hubbard 
Shoe Co., 25,000 (leather) at $3.72, or 
25,000 (composition) at $3.63. Brown 
Shoe Co., 25,000 (leather) at $3.72, or 
25,000 (composition) at $3.59. Allen- 
Squire Co., 25,000 (leather) at $3.72, 
or 25,000 (composition) at $3.56. W. 


September 27, 194! 


MEN'S BOWLING SHOES 
Bowlers appreciate the better fit, strong 
arch support and wearing qualities of 
ATHCO bowling shoes. This user-satis- 
faction has made ATHCO the fastest 
selling line. Are you getting your share? 





More than 30 Numbers in bowling 
men and 
$2.50 to 


shoes and oxfords for 
women. To retail from 
$5.00. 


Send for Catalog and Prices 
THE ATHLETIC SHOE COMPANY, 


| 


WOMEN'S BOWLING SHOES 


There are over 6 million women bowlers, 
and the number is constantly growing. 
Get your share of this business. ATHCO 
shoes and oxfords are made over special 
lasts to fit women—and are smartly 


ATHCO 


BOWLING SHOES 


930 N. MARSHFIELD AVE., 


CHICAGO. 








L. Douglas Shoe Co., 25,000 (leather) 
at $3.725. Moose River Shoe Co., 25,000 
(leather) at $3.74, or 25,000 (composi- 
tion) at $3.55. Doyle Shoe Co., 25,000 
(leather) at $3.745, or 25,000 (composi- 
tion) at $3.68. A. R. Hyde & Sons Co., 
36,000 (leather) at $3.75, or 36,000 
(composition) at $3.60. Cannon Shoe 
Co., 25,000 (leather) at $3.84, or 25,000 
(composition) at $3.62. E. J. Givren 
Shoe Co., 25,000 (leather) at $3.84, or 
25,000 (composition) at $3.70. Daly 
Bros. Shoe Co., 25,000 (leather) at 
$3.89. Leonard & Barrows Shoe Co., 
25,000 (leather) at $3.94, or 25,000 
(composition) at $3.87. 


Aud They Still Come In! 


The Barrels of Shoes for War Refugees 
campaign has not received very much atten- 
tion of late but this does not mean that shoe 
stores and retailers are not still cooperating 
in this nation-wide relief movement. Here's 
a recent letter from a Boot and Shoe Re- 
corde; subscriber, The Boo! Shop, Billings, 
Montana, that exemplifies the way this idea 
ha: carried through: 

“We have just received a card from 
the British War Relief Society telling 
us.that they had received the seventeen 
barrels of shoes which we shipped them. 

“Some time ago we shipped twenty- 
seven barrels that with the seventeen 
barrels, makes forty-four barrels of 
shoes which we shipped them. 

“We are still proud of our city.” 

(Signed) 
L. S. Wolcott, Manager. 








On the same day—Sept. 16—seven 
shoe lace manufacturers submitted bids 
on 1,501,200 pairs of 28%-inch mer- 
cerized cotton laces for use with garri- 
son shoes. Among the bidders were: 

Hickory Shoe Lace Co., 152,640 pairs 
at 1.5 cents per pair. Joyal-Van Dale, 
Inc., 540,000 at 1.5 cents. Providence 
Braid Co., 300,000 at 1.58 cents, 150,000 
at 1.65 cents, and 150,000 at 1.77 cents. 
Glencairn Mfg. Co., 152,640 at 1.59 
cents, and 100,000 at 1.65 cents. Nar- 
row Fabric Co., 252,640 at 1.6 cents. 
International Braid Co., 152,600 at 1.6 
cents. Star Braiding Co., 152,640 at 
1.64 cents. 


Road Men Buy Shoe Store 

INDIANAPOLIS, IND.—The Irwin and 
Paddock Shoe Store, Frankfort, Indi- 
ana, has been acquired by two Indi- 
anapolis shoe salesmen, Ralph A. Baker 
and C. A. Partee. 

The store was established 33 years 
ago by C. C. Irwin and R. C. Golds- 
berry. In 1939 Ralph Paddock bought 
the store from C. C. Irwin. At present 
Mr. Paddock is a lieutenant-colonel in 
the United States Army stationed at 
Camp Shelby, Miss. 

Baker is the Indiana sales repre- 
sentative for Crosby Square Shoe Co., 
Milwaukee, and Partee is Indiana sales 
representative for Florsheim Shoe Co., 
Chicago. The personnel of the store 
will remain unchanged, the policy will 
remain the same and the same lines of 
footwear will continue to be featured. 
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Feature Shoe Business Is Built 
At the Fitting Stool 


[CONTINUED FROM PAGE 33] 


Selling 

“We endeavor to create two or more 
pair sales to customers by stressing the 
fact that each type of shoes is made 
for a specific purpose. When we have 
a request from a customer for a dressy 
shoe, in addition to supplying her needs 
for that shoe, we endeavor to interest 
her in utility or sport type footwear as 
well. And the reverse, when the request 
is for utility types. By constantly edu- 
cating our trade that shoes are like 
dresses, a certain type having a spe- 
cific place, and that it is restful to 
change shoes, we are able to make more 
double sales, or at least kindle the de- 
sire toward a larger, more complete 
shoe wardrobe. And last, but not least, 
we endeavor to make our store a friend- 
ly place of service where customers find 
the purchase of their footwear a pleas- 
ant interlude in their shopping.” 

“Procedure in handling customers, 
especially people who come to our kind 
of shoe store is of the utmost impor- 
tance,” is the firm conviction of G. B. 
Darrock. He then proceeded to outline 
what he considers to be the proper 
method : 

“After a pleasant greeting and see- 
ing the customer comfortably seated, 
we learn if we have previously fitted 
him. If it is his first visit, we take an 
orthograph chart of both feet and mea- 
sure both feet with standing weight. 
Since we do not look into the worn 
shoes for size, we start from scratch, 
without being influenced by the size of 
the old shoe. 

“We next determine the customer’s 
needs and desires and discuss these in 
relation to the foot condition as shown 
by the orthograph charts. Keeping in 
mind the customer’s wishes, we attempt 
to show and fit the types of shoes that 
will be most suitable and useful, name- 
ly, basic low broad heel types for morn- 
ing or sport wear, spectator and tailor- 
ed types for shopping, and semi-dress 
shoes for afternoon or informal evening 
use. Since we do not carry evening 
shoes, it is explained that by wearing 
the correct shoe for such times as it 
is suitable, it is possible to wear the 
most fashionable shoe for limited peri- 
ods. Along with an explanation of the 
comfort-giving features of the shoes, 
we use a set of charts showing the 
effect of shoes on feet and posture. 
Also when necessary to explain some 
point of foot anatomy, a skeleton foot 
is employed. It is our desire that the 
customer have a complete understand- 
ing of why the shoes have certain fea- 
tures, and what they will do for the 
foot. It is the graphic explanation 
from the customer’s own orthograph 
chart, supplemented by the other charts, 
that makes this possible. 

“In closing the sale the customer’s 
name and address are taken, and it is 


44 


explained that a record is made, not 
only of the style and size, but of the 
number of the last over which the shoes 
were made; that this record will make 
it possible to select shoes which are 
new in style and material on the out- 
side but will have the same comfort- 
giving qualities on the inside. 

“When the customer has been in be- 
fore, we refer to our card file which 
supplies the style, size, and last 
of each shoe purchased. Armed with 
this information we are able to serve 
more efficiently, saving time in making 
a repeat sale. 

“We supply free to our patrons who 
might need them, all types of padding 
and wedging with felt and cork. We 
feel that the time and cost of material 
is well repaid in the satisfaction of our 
customers.” 


Western Motif in 
Juvenile Department 


CoLumMBus, OHI10—The Fashion Co., 
department store, has recently redeco- 
rated its children’s shoe department, 
now known as The Dude Ranch. The 
western motif is employed throughout. 
An added feature is the Little Miss 
Swank Shoppe, modernistically done in 
silver and blue, designed especially for 
the high school girl. The entire depart- 
ment is under the supervision of Mrs. 
Charliena Gaa. 





Defense Bond Quiz 


Q. Do the retail stores receive any 
fee or percentage for the sale of 
Stamps? 


A. No. The retail stores are offer- 
ing their facilities as a patriotic ser- 
vice, just as banks, savings and loan 
associations, and others are giving 
their help in the sale of Defense Bonds. 


Q. How can | form the thrift habit 
necessary for me to buy many Defense 
Bonds now, to help the Government? 


A. The easiest way is to instruct your 
employer or banker to hold back a 
small fraction of your salary or other 
income. Even 10 cents a day and a 
dollar on your birthday will mount up 
in one year to $37.50, the purchase 
price of a $50 Defense Bond. Bigger 
savings buy bigger bonds. 

Note—To buy Defense Bonds and 
Stamps, go to the nearest post office, 
bank, or savings and loan association; 
or write to the Treasurer of the United 
States, Washington, D. C. Also 
Stamps now are on sale at retail 
stores. 





Bumper Baby Crop 
[CONTINUED FROM PAGE 26] 


of corduroy and fine rib piqué in pink, 
aqua and baby blue and yellow. 

The old idea of keeping children in 
boots . . . after 18 months... is 
changing and most children are put 
into low shoes, once they have learned 
to walk. The pediatricians are advising 
the low shoes as the best way to 
strengthen the baby’s ankles. They ad- 
vise boned and high shoes and ankle 
supports only for children with devel- 
oped pronation. For these cases, they 
also give barefoot exercises. In some 
instances, a wedge or small heel is 
added to the shoe to help correct this 
condition. 

An important recent development in 
the construction of first walking shoes 
is a more flexible, lighter weight sole. 
Along with this is the trend to lighter, 
more flexible counters and uppers. Just 
as shoe manufacturers have dscovered 
that women’s and men’s walking shoes 
can be sturdy without being heavy and 
unyielding, so they are learning to give 
babies more flexibility and softness in 
their first walking shoes. 

The old idea of a long and narrow 
forepart which would shape the baby 
foot to the slenderness desired in later 
years has completely gone by the board. 
Now the idea is to let the foot rest in 
the shoe with a full, normal spread. 
The raised toe does not press down in 
front. The back of the*shoe is made to 
fit snugly to hold the foot properly in 
place. The height of the back on low 
shoes should be carefully watched so 
that it does not rub under the ankle 
bone. The instep should be high enough 
not to bind. Before long we can look for 
an important new development aimed 
at giving more height and fullness to 
this part of the foot . . . always chubby 
in a baby’s foot. 

As you all know, correct fit is vitally 
important in baby shoes. Stores cannot 
be too careful in their selection, fitting 
and selling of baby shoes. Mothers can- 
not be too earnest in their choice of the 
right shoes. After the first few months, 
a baby’s foot begins to show certain in- 
dividual characteristics. Some are long 
and narrow ... for a baby’s foot... 
some short and chubby, some just aver- 
age. Different lasts provide for these 
different shapes. This is just one...a 
fundamental one, however .. . of the 
problems involved in fitting the baby 
foot. It is to the man at the fitting 
stool that the mother looks for instruc- 
tion and advice. 

Last of all, after the baby has been 
fitted and the shoes purchased, don’t 
forget the most important advice of all. 
Don’t let that mother leave without 
warning her of the rapid changes in a 
baby’s foot. Tell her that six weeks may 
not be tov soon for her to come in for 
a larger size. With some babies the 
change may be needed in eight weeks; 
with some in se short a time as four 
weeks. And one last word, on the ques- 
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Full Wing Tip 
Brogues, with 
double soles. On 
the famous 119 
Last—British Tan 
Calf. No. 9298, 


325 ARCH ST. 





WORLD FAMOUS 


ENGLISH SHOES 


Manfiad 


OF NORTHAMPTON 
NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


PHILADELPHIA, PENNA. 
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Bellaire 


COMFORTABLES 


Did You Say 
“Loyal Customers?” 


Why should women come back to your 
store? For style? For bargains ? But many 
stores give her that! Remember, however, 
that most women today demand comfort- 
able shoes. They must fit well of course, 
look well and wear well. Basic type shoes! 
And you'll find women coming back to 
your store season after season for these 
same shoes, even with changes in colors 
and combinations of materials. All of 


which is the simple expla- 
nation for the loyalty to 
Bellaire Shoes by active 
women everywhere thru- 
out the country. 


Write for Fall 1941 Catalog 
of In-Stock Styles 


1508—Mat Kid and Patent. 
Also in Black Suede and Patent. 


$500 reraner 


BELLAIRE SHOE COMPANY. PORTLAND. ME. 
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tion of stockings and socks. Too-short 
hose can do just as much harm as too- 
short shoes. The new square-toe socks 
are ideal for babies. 

Given careful fitting in correctly con- 
structed shoes from the first pair, no 
normal child need grow up with imper- 
fect feet. Think of what that would 
mean to the happiness, comfort and 
effectiveness of the next generation of 
Americans! Surely it is an ideal worth 
striving for, on the part of every one 
of us. 


38 Lines Represented at 
Monthly Detroit Show 


DETROIT, MicH.—The recent Monthly 
Shoe Buyers’ Day, sponsored by the 
Michigan Shoe Travelers, had 38 shoe 
lines represented, occupying the entire 
fourteenth floor of the Hotel Statler. 
About 300 visitors attended, including 
an unusual number from upstate. 

Outstanding was the purchase of ad- 
ditional Fall lines despite the late date, 
as many retailers found that they had 
exhausted their original stock. 

Dates of the next two monthly events 
have been set back because of the prior 
reservations of all sample rooms avail- 
able in town. The next will be on Mon- 
day, October 20, also at the Hotel Stat- 
ler, while the following show will be 
on Monday, November 17. 
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Strategic Location Aids 
Snellenburg Section 
[CONTINUED FROM PAGE 21] 


shoes and indicating the sections de- 
voted to the various types of shoes car- 
ried, as for example, the Red Cross or 
Hill and Dale divisions, the sections de- 
voted to misses’ shoes, children’s shoes, 
and in the east end of the department, 
which is in the foreground of the pic- 
ture, the men’s division. This is further 
distinguished by the changed color of 
the upholstery. 

Although there are no partitions, the 
arrangement of the table, high stock 
cases and counters effectively separates 
each grouping from its neighbor, quite 
as effectively as would partitions them- 
selves. The lighting throughout is 
fluorescent, brilliant but cool, unobtru- 
sive and restful. 

Where traffic is heaviest going into 
and out of a shoe store or shoe depart- 
ment is where findings and accessories 
have their best vantage point, and in a 
recess at the approach of the direct 
street entrance to the department is 
where the accessories counter has its 
location. Of course it is comprehensive 
in its range of merchandise. 

A department or a store is but a re- 
flection of its directing head, and Snel- 
lenburg’s is no exception to the rule. 
William A. Ickler has directed the 
policies of the Snellenburg shoe depart- 


ment for the past 34 years. Whether 
this does or does not constitute him the 
dean of department store buyers in con- 
tinuous service with one enterprise the 
country over is not certain, but it is 
surely true of Philadelphia, and it is 
quite sure that there are very very few 
manufacturers or traveling men in the 
industry who do not know and esteem 
“Bill Ickler”. 


Number of Chain Stores 


Highest on Record 


CuicaGo, ILL.—A total of 775 differ- 
ent shoe chain organizations are listed 
as now operating in the United Sates 
in the 1941 Chain Store Directory pub- 
lished by the Brokers Division of the 
National Association of Real Estate 
Boards. 

Just off the press, the directory, pub- 
lished every two years, lists every 
known retail chain in the United States 
having three or more outlets. This 
year’s directory reveals that retail 
chains in the United States have in- 
creased in the two-year period just 
closed by almost 3000, approximately 
one-third of their 1939 total, and now 
number 12,783, the highest point on 
record. 

The total number of chain store out- 
lets reported for 1941 as 362,259, alse 
shows an increase of not quite 7 per 
cent over the 1939 total of 340,048. 
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HETSSIIRIM UM l ime 





SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





SOUTHEASTERN SALESMAN—Nationally 
known, fast growing, branded line of high 
grade juvenile and young women’s footwear 
available for Southeastern States on straight 
commission basis. Complete selling plan and 
liberal advertising assistance for Agency ac- 
counts. No objection to non-conflicting sideline. 
Write full details Box $289, Boot & Shoe 
Recorder, 209 South State Street, Chicago, Ill. 





HOE SALESMEN to handle world’s finest 
line of white shoe dressings. Want only 
men well known and well established in their 
territories. Give complete information to— 
HOUSE OF FAYRIN, Louisville, Kentucky. 





ANUFACTURER of Misses’, Children’s, 

Infants’ Stitchdowns and a short line of 
Nurses’ Stitchdown Oxfords has opening for 
experienced salesmen for Southeast, Northwest, 
Central West and Pacific Coast territories. Ref- 
erence required. Give details as to experience 
and previous employment. Address £294, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





LINE WANTED 


INE WANTED by salesman with established 

clientele in Virginia, West Virginia, North 
Carolina, South Carolina. ‘No. sidelines. Ad- 
dress $288, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 








F XPERIENCED SALESMAN New England 

territory wants either men’s or women’s 
Address B-295, care 
140 Federal Street, 


line—men’s_ preferably. 
Boot & Shoe Recorder, 
Boston, Mass. 





Named Manager of 
Harrisburg Store 


HARRISBURG, Pa.—John McCormick, 
well known in shoe circles in Harris- 
burg, has returned to this city to man- 
age Kay’s Shoe Store, now operated by 
the Triangle Shoe Company, at 302 
Market Street. 

McCormick, former manager of the 
Park Lane Shoe Store at the same ad- 
dress, has managed Triangle Shoe 
Stores in Reading, Pa., and Elmira, 
N. Y., during his absence from Harris- 
burg. He has been with Triangle about 
seven years. 





FAMILY SHOE STORE selling medium and 

better grade merchandise. Thirty years in 
same location. Reason selling, owner has liquor 
store. SASINEK SHOE STORE, 202 Clinton 
Street. Binghamton, N. Y. 





SHOES AND FURNISHINGS; plenty busi- 

ness; too ill to care for it. About $6,000. 
No agents. O. G. WATTS & COMPANY, 
4329 University Avenue, San Diego, California. 





AMILY AND ORTHOPEDIC SHOE 

BUSINESS, established 21 years and show- 
ing net profis $10,000 yearly; industrial city 
335,000; excellent location; reason—illness. Ad- 
dress $293, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





HELP WANTED 


EED THREE EXPERIENCED SHOE 

STORE MANAGERS, over draft age, with 
knowledge of merchandising and window trim- 
ming. Must have A-1 reference for bond and 
furnish a cash bond of Two Hundred Fifty 
Dollars. Florida chain. Thirty Dollars and 
1% of business. Address $296, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








HOTELS 











Reopen Shoe Department 


PITTSFIELD, Mass.— England Broth- 
ers has reopened its remodeled shoe de- 
partment on the third floor with John 
A. Gleason, manager for 14 years in 
charge. 

The shoe department has been mod- 
ernized by the use of shadow boxes and 
special lighting. The walls have been 
done in tea rose while the display boxes 
are in light blue. 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
\tranded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 














SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visi# our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch ‘Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 


89 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 














CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16S. 3rd St. Philadelphia, Pa. 
Phone Lombard 2062 

















SHOE STORES WANTED 
FOR CASH 
women’s, children’s shoes retailing 
sumed, Write in confi 


Unusual references on request 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 





SS Advertisements for this page must be in our New York office on Friday of the week preceding peblicetion. -wa 
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Oswald Overhead 
[CONTINUED FROM PAGE 19] 


You have to keep stock records in the 
fice, don’t you, so you can analyze 
our inventory and have a running 
ecord of sales and sizes? 

Not according to Oswald. He knows 
undreds of firms that keep all this in- 
ormation on the selling fioor. He claims 
he salesman is the man to know these 
hings anyway. Not an office girl. 

You have to have a bookkeeper to 
keep track of how much you owe the 
actories, don’t you? An accounts pay- 
ble ledger? 

Not according to Oswald. If you do, 
he argues, the cost belongs in Oswald 
verhead’s department. 

You have to have wrappers and 
ashiers don’t you? 

Not according to Oswald. With the 
proper set-up, he can prove to you, 
alespeople can complete their deals 
nore profitably than a service depart- 
ment. 

You have to have a manager, don’t 
you? To see that everything is done 
right and the customers sold correctly? 

Not according to Oswald Overhead. 
He says you have to have a manager 
only if you have all these extra services 
and departments in your store. But if 
you skin down to your salesmen then 
you don’t need a manager. The top 
salesman is the best manager you can 
get. 

Oswald says, “Keep your eye nailed 
to the sale of shoes and hosiery, or my 
department will get you!” 

What about advertising, windows, and 
interior trims? 

“Advertising,” admits Oswald, “is 
selling.” “It is just as much selling as 
sitting on the fitting stool. Providing,” 
he says, “you don’t fall into the trap of 
calling everything advertising!” 

“If you hire a girl,” he says, “to keep 
a mailing list by copying names from 
saleschecks and building up a file to 
send out announcements and folders 
from,” he says. “That’s Overhead’s 
charge.” 

“Keeping a mailing list is one thing,” 
he emphasizes, “a salesman has to do 
for himself to be any salesman at all. 
No one could possibly take the proper 
interest in that job except the salesman 
himself.” 

What about depreciation, taxes, in- 
terest and rent? 

You’re right! Oswald Overhead would 
claim those, too, if he could get away 
with it. They’re not selling expense. 
They’re neither fish, flesh, nor fowl. And 
therefore they’re overhead. 

And that’s just what’s the matter 
with Oswald Overhead and his big de- 
partment. When anything comes along 
that nobody wants to accept as a re- 
sponsibility they slip it to Oswald. They 
get out from under it. They are willing 
to acknowledge the existence of Over- 
head, but they deny any relationship, 
responsibility, or, sponsorship connected 
with him. Everybody believes that Over- 
head belongs to somebody else. 


September 27, 1941 


It has been often noticed that Oswald 
Overhead is in his greatest glory in a 
large store or a large department of a 
store. The greater the volume the more 
opportunities Oswald finds in which to 
develop his jovial and diversified 
talents. Being a fellow who likes people 
he finds in these larger fields more ways 
to make friends in a big way and 
gather about him those good souls who 
enjoy the more abundant life if there 
is any way to attain it without too great 
exertion. 

In the smaller stores, starting with 
those two-man shoe stores which make 
up the backbone of the shoe business 
and are strung clear across the land in 
every direction, Oswald finds little in 
common. He finds himself cramped. 
His methods are apt to be too critically 
examined for comfort. His duties, which 
he feels should consist principally of 
looking out the window, are perhaps 
subject to too much eyebrow lifting. 
His pay envelope, he feels, is checked 
over with a comb of finer teeth than 
is necessary. 

But even so Oswald is not given to 
turning down a dollar here and a dollar 
there in a small way whenever some 
shoe man inadvertently leaves the door 
ajar. He won’t even turn up his nose 
at a pair of Nylons for a door prize for 
the garden party given to raise funds 
for the Retired Shooting Galley At- 
tendants Association. Not Oswald! 

It must be distinctly borne in mind 
that Oswald is no fool! The people who 
employ him are the foolish ones. 

For Oswald himself can lay claim to 
no small pride in the family name of 
Overhead. In Washington itself he has 
relatives, close relatives, connected in 
no unimportant way with the White 
House. He has kin in the Army and 
Navy. In all the great governmental 
branches, executive, legislative and 
judicial. In the Post Office, in the Col- 
lector of Internal Revenue, in the RFC; 
in the WPA; TVA; in the—dear, dear, 
we could go on for hours, recalling the 
kith and kin of good old Oswald. 

And yet, like many great characters, 
Oswald Overhead has a sad vein trav- 
ersing his life’s history in an ineradi- 
cable line. To be as generous as we can 
in recording this truth let us say that 
Oswald’s mother does not know who his 
father was. He, Oswald, is an illegiti- 
mate child. Disowned from the very 
first, side-stepped at every angle, 
sneered at, despised, ignored, ridiculed, 
whispered about, Oswald Overhead has 
had to make his own way through busi- 
ness since he was a little fellow. Shoved 
around from pillar to post, shouted at 
in directors’ meetings, tossed from one 
department to another, denounced, blas- 
phemed, and called vituperative names 
by his own disguised progenitors you 
would swear that only by a miracle of 
bodily vigor and strength has he sur- 
vived and grown to the stalwart, good- 
natured character that he is. 

Let us say that even in recognizing 
him as the greatest evil in our business, 
we must still admire him. He has what 
he takes! 





MERCHANTS NEEDS 





is a hard mistress 


Many women 

simply cannot 

wear frivolous 

shoes comfort- 

ably... but a lot } 

of them insist on trying. Th 

so many shoemen rely on Trimfoot 

to protect their reputation for 

satisfaction. Wafer thin Trimfoot 

slips into the daintiest shoe for 

maximum foot comfort. $1.00 per 

pair retail. Your cost $6.00 per 

\ dozen pairs. Write for 

te * 7 details to Trimfoot, 
- 4060 Forest Park 

Blvd., St. Louis, Mo. 








BUSINESS OPPORTUNITY 








MATS FOR YOUR 
NEWSPAPER ADS 


Eliminate high cost of ART-WORK and EN- 
GRAVINGS! For that big increase—use SHU-MAT 
SERVICE. Send for your copy of our NEW FALL 
ISSUES. 
SHU-MAT CO. 
584 E. Whittier St., Columbus, Ohiec 











New Wage-Hour Records 


WASHINGTON, D. C.—Revision of the 
record-keeping regulations under which 
350,000 employers must keep payroll 
and other records concerning more than 
15,500,000 workers was announced re- 
cently by General Philip B. Fleming, 
administrator of the Wage and Hour 
Division, U. S. Department of Labor. 
The new regulations in several in- 
stances simplify present requirements. 
In others, they call for the recording of 
additional information. They apply to 
all employers who have employees en- 
gaged in interstate commerce or in the 
production of goods for interstate com- 
merce. 


Takes Over Shoe Department 


SAVANNAH, GA.—Morris Levy’s Store 
has taken over its shoe department, 
which has been operated in the past 
by outside interests, and has named 
Charles Schwartz as manager. The 
store, located at 10-14 East Broughton 
St., will continue to carry Bostonian 
and Mansfield shoes, and has added 
Nettleton shoes to its stock. 





Wilshire Boulevard 
And Broadway 


[CONTINUED FROM PAGE 32] 


sturdy brown calf, plain toe shoe with 
a built-in conforming feature. 

Of course, the brown family in colors 
leads the field by far. About the only 
blacks moving are for navy officers and 
for dress wear. Shoes with heavy soles 
—quite flexible, naturally—and plump 
grain and calfskins are the important 
sales-producing factors. Desmond’s 
Wilshire is showing a four-sole heel to 
toe, 36-iron brown grain oxford, but as 
the shoe is priced at $36.50, it is con- 
sidered merely an advertising novelty. 
All the same, a few shoes with three 
soles, many with double soles and a 
volume with heavy soles and heavy 
welts are showing the real action. 

Grains, Norwegians, plump calf, 
smooth and boarded, are all in high 
favor. Hamilton’s, who have specialized 
in grains for years, are having the 
strongest call for this leather in 
their history. Gude, Jesberg, Desmond, 
Young, The May Co. in Los Angeles 
downtown, with Bradley, Goodwin and 
Florsheim-Hollywood in Hollywood and 
Harold in Westwood Village (UCLA 
district), all agree on this point. Fast- 
moving specialties in the grain field are 
Bullock’s bellows tongue in a moccasin 
pattern and a reversed welt, plump 
grain for the college man, and Gude’s 
ankle-high, two-eyelet plain-toe, sturdy, 
brown-grain boot. 

Just why the Les Angeles men should 
show such a decided preference for 
heavy, rugged footwear, shoes designed 
to cope successfully with Winter slush 
and snow, when they wear them in the 
well-known California climate, is one 
of life’s mysteries. Against this, is the 
consistent sale of very light-weight 
casual shoes which are reaching new 
highs in nearly all stores, every month 
in the year. 

A number of stores are finding the 
reddish shades to be well liked. Bul- 
lock is doing an excellent job on reddish 
heather brogues. Florsheim-Hollywood, 
The May Co. and Harold all confirm 
this trend. The color tendency seems to 
be the darker bootmaker finishes in the 
medium grades, while the higher 
bracket buyer wants lighter shades in 
his browns. Gude, however, finds the 
good rich browns in the lighter shades 
outselling the cordovan and reddish 
tones by far. 

Plain toes are tops all over town,: in 
all leathers, too. Several stores were 
especially proud of their sales records 
on shoes of this type. 

There is some demand for crepe and 
rubber soles. Hamilton notes airplane 
factory employees are first in liking 
crepe with the general public second. 
Stores which do a job with the college 
men are finding rubber soles still a 
prime factor;-so says: Harold’s, Phelps- 
Terkel, Desmond, Robinson, and The 
May Co., for example. Crepes are of 
interest in these stores, too. 


48 >. 





BOOTS AND SHOES 


ATHLETIC SHOE CO., ee Hi. 

BASS, G. H., & CO., Wilton, M 

BELLAIRE SHOE CO., buena’ Me. 

BROOKS SHOE MFG. CO., Philadelphia, Po. . 
COLE, ROOD & HAAN CO., Chicago, Ill. . 
FLORSHEJM SHOE COMPANY, Chicago, Ill. 
GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 
HOOD RUBBER CO., INC. (Goodrich Footwear), Watertown, Mass. ... 
MANFIELD & SONS, Philadelphia, Pa. 
ROBERTS-HART, INC., Keene, N. H. 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. 
VITALITY SHOE COMPANY, St. Louis, Mo. 
WINTHROP SHOE COMPANY, St. Louis, Mo. 
WRIGHT, E. T., & CO., INC., Rockland, Mass. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO.. New York, Philadelphia, Boston. 
EVANS, JOHN R., & CO., Camden, N. J. 

HUBSCHMAN, B., & SONS, INC., Philadelphia, Pa. . 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. 
OHIO LEATHER CO., Girard, O. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, Etc. 
COMPO SHOE MACHINERY CORP., Boston, Mass. ..... a 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. Front Road 
DU PONT DE NEMOURS, E. |., & CO., INC., Arlington, N. J... ce 
LIMA CORD SOLE & HEEL CO., Lima, O. 3rd Cover 
LITTLEWAY PROCESS CO., Boston, Mass. 

UNITED LAST COMPANY, Brockton, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

WREN'S SHOE POLISHES. . 


STORE EQUIPMENT AND ACCESSORIES 


SHOE FORM CO., INC., Auburn, N. Y. 
TRIMFOOT COMPANY, St. Louis, Mo. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City ......... 
BARSH & CEASAR, Philadelphia, Pa. ..... 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
HOTEL LENNOX, St. Louis, Mo. ...... 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City ....... 

SHU MAT CO., Columbus, O. . 


Seeereee 
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BUSINES 


Production steady . . . quality steady . . . deliveries 
prompt and complete .,. . in the Stride Rite factory. 
How? In these times? We'll tell you! 


We have picked our resources with care . . . not for 
quality and price alone, but for dependability and integ- 
rity as well. We have “played ball” with them in good 
times and bad. They have “played ball” with us. . . are 
doing their utmost to supply our needs. With their help 
we have been able to continue our business as usual. 


We believe most of our customers selected us for the 
same reasons . . . maintenance of quality, dependable 
service ... fair prices... and fair play. In recent 
months, particularly recent weeks, we have been able to 
repay their confidence in us by maintaining complete 
and prompt shipments oftheir requirements, despite 
extraordinarily heavy demands. They, too, have been 
able to continue their Stride Rite shoe business as 
usual. So... 


here's to continued “business as usual” for our 
loyal customers... our loyal suppliers . . . and 
ourselves! 





